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LAST CALL FOR WESTINGHOUSE DEALERS 















Big, 3-Way Spring Money-Making Spree with Focused Selling on New 1957 Westinghouse 


Refrigerators « Laundromats « Dryers + Ranges * Freezers + Dishwashers * Water Heaters « Disposers! 


BING-BONG! CASH AWARDS...PRODUCT PREMIUMS...LUXURY PRIZES... 
FOR WESTINGHOUSE RETAIL SALESMEN! 


Cash-winning “Bing-Bong" Calis! Win-as-you-sell Prize Program! “Luxury Gifts" Jackpot! 

Up to $75 in cash awards for knowing A chance for every retail salesman to Elegant gifts like speed boats... 
the principal selling points of the new win one or more new Westinghouse sports cars...as a special award for 
Westinghouse Major Appliances! Appliances absolutely free! the top 77 salesmen in the country! 


BING-BONG! POWERFUL NEW PROMOTIONS MAKE EACH WESTINGHOUSE STORE 
THE “BIG ATTRACTION" IN TOWN! 


Powerful Sure-Fire Promotions! Hard-selling New Demonstrations! Colorful New “Product Pushers"'! 
I ffective programs for building traffic Dramatic new ways to convince pros- A host of bright, attention-getting 
and sales based on proved selling pects Westinghouse Appliances are store displays that are specially de- 
techniques ...completely “packaged” best ...so simple and graphic, they’re signed to make selling easier . 

and ready to run! short-cuts to selling! make the selling floor ‘‘come alive.”’ 


BING-BONG! WESTINGHOUSE NATIONAL ADVERTISING PRE-SELLS LIKE NEVER BEFORE! 


With stronger-than-ever local On a bigger and better With more national magazine 

support! “Studio One"'! advertising! 

This spring, Westinghouse goes all- New selling power for Betty Furness Most of the ads appear in full color 

out with full-coloradsin THIS WEEK Westinghouse “Studio One’’ will . . . In top-circulation magazines: 

... PARADE... FAMILY WEEKLY have bigger and better STARS... LIFE ...Saturday Evening Post... 
. supplementing the biggest local bigger and better SHOWS. . . . bigger Better Homes... Household... farm 

newspaper program in years! and better AUDIENCES! magazines .. . R.E.A. publications! 


DO IT TODAY! CALL YOUR WESTINGHOUSE DISTRIBUTOR TO BING-BONG SALES THIS SPRING! 
LEARN WHY MORE AND MORE DEALERS ARE MOVING TO AND WITH WESTINGHOUSE! 


you CAN BE SURE...IF ITS 


WESTINGHOUSE ELECTRIC CORPORATION, MAJOR APPLIANCE DIVISION, MANGFIELO, OHIO 
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NO STRINGS! 


YOU GET *22°° WORTH OF 


MERCHANDISING MATERIALS 
ABSOLUTELY FREE! | 
LIMITED TIME OFFER! ’ TY 


ORDER FROM YOUR TOASTM 
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Plus This FREE Merchandising Kit to Help You Sell More! ' 
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for counter we 


the offer in small space \ 


The only Fry Pan Cookbook on the market. FREE to the customer- 
Absolutely FREE to you! Its exclusive_no other maker can offer it ! 


No. 250 FRY PAN COOKBOOK SPECIAL OFFER 


With your order for any 6 Toastmaster Automatic Fry 
Pans at your regular cost, you get beautiful permanent 
wrought-iron display FREE . . . complete merchandising 
kit FREE... and 6 fry pan cookbooks FREE (retail value 
$2.50 each). 





oi L) 
10 AS TM f $I ERodomati fypliances 


F McGRAW E NY 


ASTER DISTRIBUTOR TODAY! 


TO FROM 
DISTRIBUTOR'S NAME DEALER'S NAME 
ADDRESS ADDRESS 
CITY ZONE STATE CITY ZONE STATE 
SIGNED BY 

Please send me No. 250 Toastmaster Fry Pan Cookbook Special Offers 

Each offer consists of any 6 Fry Pans (at regular dealer cost plus 6 Cookbooks, and 

the Free Merchandising Kit including Fry Pan display 

QUANTITY MODEL DESCRIPTION RETAIL 
BA! 11” Automatic Fry Pan $19.95 
88) 12” Automatic Fry Pan $24.95 
BA!-A2 11* Aluminum Cover $ 3.25 
68! -A2 12° Aluminum Cover $ 425 

Plus Fry Pon Display and Merchandising Kit, Valve $7.50 FREE 


ONLY TOASTMASTER HAS THIS COOKBOOK OFFER 


NOTE: Fry pan cookbook packed in each fry pan « EM.5S7 
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Ee \ A REAL SALES BUILDER WITH FULL PROFIT MARGIN! 








THE YEAR 
SO FAR 


Latest 
atelalia’ 


Preceding 
Month 





Business Quick-Check 


SALES, factory, appl.-radio-TV index (1947-'49 = 100) 












152 164 





362 364 1.0% 


36.4% 
6.1% 
3.8% 
5.5% 
3.4% 

10.2% 


15.4% 
eiailiebads ie 2.9% 


UNEMPLOYMENT (thousands) 2,882* 3,121" -_ oa 


DOWN 
MORE 
UP 

UP 

UP 

UP 

UP 
DOWN 
UP 


DEBT consumers owe to appl.-radio-TV dirs. ($millions) 








FAILURES of appl.-radio-TV dealers , 43 4) 30 





RETAIL SALES total ($billions) 16.5 16.4 








DEPT. STORE sales index (1947-'49 = 100) 129 124 





DISPOSABLE INCOME annual rate ($billions) 295.5 


LIVING COST index (1947-'49 = 100) 


293.3 280.2 





118.7 118.2 











SAVINGS of consumers, annual rate ($billions) 


20.5 22.4 











83.0 65.0 98.6 








AUTO output (thousands) © 





Sa 














(Sources, in order: FRB, FRB, Dun & Bradstreet, Dept. of Commerce, FRB, Dept. of Com- 
merce, Bur. Labor Statistics, Council Econ. Advisors, BLS, Ward's Auto Reports, Census 
Bureau) *New Series — No Comparison Available 
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RENDS 


Do today’s price levels pose a threat to the future of the 








appliance-radio-I'V_ industry? 





Some manufacturers weve talked to recently are afraid the 
answer to that question is yes. ‘They point out that factories, in 
an almost endless effort to come up with lower prices, have been 
forced to cut down on advanced styling and engineering budgets 


Ihe result: very little is being done to develop products any 








further off than next year's line. _ 





One full line manufacturer points out that hardly a morning 
goes by that he doesn't receive job applications from engineer: 
or designers laid off elsewhere in the industry. The hirings aren't 


Whole sections 


ind departments have been abolished in cost-cutting moves. It’s 


isolated, either, this manufacturer points out 


his guess that as many 


iffected 


as 400 engineers and stylists have been 


his is why, says one manufacturer, that even consumers don’t 
benefit from today’s price competition. ‘Their bargains today ar 
at the expense of new products which they might have enjoyed 
tomorrow. For the industry it means that products which might 


produce sizable markets in the near future are being postponed 
@ 


\ growing number of utilities are providing special electric 


water heating rates which should hasten the acc eptance of quick 





recovery heaters 


As a matter of fact, many observers see these changes as the 





beginning of a trend which could ultimately spell the end of wide- 





spread use of storage-type heaters. 
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Quick-recovery units utilize high wattage heating elements to 
provide speed comparable to gas. Because of this, the need for 
big storage tanks has been climinated. In conventional units, on 
the other hand, water is usually heated at a night-time, off-peak 
rate. ‘This means that a big tank must be provided to store water 
heated during this period. ‘Today's increasing demands for hot 
water (occasioned in large part by the increasing use of products 
such as automatic washers and dishwashers) have made it necessary 
to use larger and larger tanks. Last year, for example, 12.4 percent 
of electric heaters were 70-gallons or larger. In 1948 this size 
group accounted for only 7.7 percent 

Ihe need for big storage tanks makes it that much harder for 
electricity to be competitive with gas as far as initial cost is con 
cerned. ‘That's why water heater manufacturers and utility con 
sultants have been urging power companies to get behind the 
quick recovery units. When first introduced, however, many 
utilities would not allow the use of the quick recovery units. Such 


opposition has lessened and now the new rates seem to indicate 


that the quick recovery units will become the rule rather than 


the ex eption. 

Among the most recent utilities changing their water heater 
rates are the Kansas Power and Light Co. and Commonwealth 
Edison in Chicago. In the latter city, current is now supplied 
for water heating on an around the clock basis at 1.5 cents pet 
(This firm, 


to electric 


kwhr. ‘The Kansas utility offers a 1.25 cent rate 


incidentally, has also extended this low rate house 


heating. ‘That's about 38 percent less than the standard rate 


previously available for heating.) 


(Continued on page 6 
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PATIO PICNICS and BARBECUES 


tunis neh tn i - 
si Se 50 cup 
automatic percolator 


Be summer-wise this year! Cash in on the big outdoor living 
trend and boost your warm weather sales. West Bend’'s sensa 





tional 50-cup Automatic Percolator is a terrific appliance for 
patio picnics or “backyard barbecues”. It's as trim, beautiful 
and easy-to-operate as an 8-cup coffee maker. It's portable 

brews 30, 40 or 50 cups wherever there's an 110 v. AC outlet 
Full-view glass gauge. No-drip faucet. Durable 16-gauge alu 
minum. Red control light. Order today for a boom in summer 


sales! Only $39.95, retail 
WEST BEND’S 50 CUP IS BEING ADVERTISED 


plot 7 / IN Saturday Evening Post, Holiday, New Yorker, 
Lae ° American Home, Ladies’ Home Journal, Sunset 
: wer Farm Journal and Esquire 


Other West Bend favorites 
for patio serving 









fem 
Pling 
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WEST BEND ALUMINUM CO. 
DEPT. 185, WEST BEND, WISCONSIN 






TRENDS continued) 


The room air conditioner industry has been taking a long second 








look at its future—and manufacturers like what they see. 





Four or five years ago many firms conceded privately that room 
units were basically an interim measure and that eventually the 
big volume would shift to central systems. 

Now, makers of room units won’t make any concessions of the 
ort. Some of them are becoming more and more convinced that 
their product can grab off a big share of the market once con 
signed to central systems. 


There are two factors behind this change in attitude. One is 








the improved product now being marketed (and the even better 








units still on designer's drawing boards). The second is experience. 





Ihe industry has found that all the arguments once advanced for 
the room unit are still valid and some of them seem to get better 
as time goes along. ‘The flexibility of room-by-room cooling, for 
example, may have even more appeal now than it did years ago 
Just as an example: Many apartment house owners have found 
it’s economical to use room air conditioners because individual 
units can be shut down in apartments of vacationing tenants 

Better products have accentuated such acceptance. ‘Today's 
units, for example, are more compact and more adaptable for 
“built-in” types of installation. 

ven so, there is considerable progress still being made on 
improving unit design. ‘Iwo trends in this direction are apparent 
For one thing, units are getting still smaller. And their utility is 
being increased. 

\s far as compactness is concerned, Philco has already intro 
duced a “bantam” unit and Fedders has shown a prototype of a 
imilar unit. At least one other manufacturer also has an extremely 
compact unit almost ready for introduction 

Rapid progress is also being made in adapting room units to 
year-round use Fedders’ recent announcement that it would 
incorporate heat pumps in all 1958 models is just a sample of 
what's yet to come. Other approaches to adapting the unit to 


year-round use are being developed by other manufacturer 


\lmost four out of every five trading stamp plans offer appliances 





including radio and T'V) as premiums. 





~ But these products are far from being the most widely-stocked 





item in trading stamp houses. 





Those facts were turned up last month with release of an 
exhaustive survey on “Premium Use and Supply”, conducted for 
the Premium Advertising Assn. of America 

In a tabulation of “major lines of merchandise sold to or handled 
for premium uses’, the study shows that 78.1 percent of trading 
stamp houses handle appliances. More popular—or at least more 
widely stocked—are housewares (93.8 percent), novelties (90.6), 
silverware and stainless steel flatware (90.6), cutlery and utensils 
$7.5), luggage (87.5) and china, crockery and glass (81.3 

hose figures apply to stamp plan use of premiums only. In 
the entire premium field, only 13.5 percent of premium supplier 
sold or handled appliances 

In another section of the report, +0) percent of in-store retailers 


as Opposed to mail and door to door operators) said they used 





trading stamps as premiums. Most popular among retailers was 





the straight give-away, no cash type premium; it was used by 
42.4 percent of in-store retailers 


End 
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Look! 


Hoover Lark 
complete 


with tools 
now just 


O° 


Lowest retail price in years 
for a Hoover upright 

with tools...offered 

for a limited time only 


















Now you can offer customers the best deal 
in a long time on the light, bright, full-sized 
Hoover Lark. Like all Hoover uprights, the 
Lark ‘“‘beats, as it sweeps, as it cleans’’ to get 
the deep-down dirt other cleaners miss. Tools 
include Hoover's famous and exclusive double- 
stretch hose. 

A powerful promotion is now ready for you 
Check now with your Hoover representative 
and get started on some high-flying 
Lark business of your own! 


HOOVER. 


HOOVER FINE APPLIANCES 


. around the house, around the world 


oO 
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There isn’t another automatic washer on the market today 
that can hold a candle to the Philco-Bendix Agitator. Handles 
big shag rugs, bedspreads, sofa-size slipcovers as easily as 
a lightweight sheet! Here’s real demonstration magic! 





Secret? ‘’Ball-Point Balance.’’ An advance design that elim- 
inates springs, snubbers, cutoff switches. You can’t overload 
the Philco-Bendix Agitator. It adjusts automatically to any 
wash load. No cutoffs. No half-washed clothes. No disgrun- 
tled customers. And — best of all —only Philco dealers have it! 


Philco-Bendix Automatic — with lifetime alumi iN / Matching Sun-A-Matic Dryer with more competi 
| \ 


num agitator that can’t chip or break * Safer | \ tive features than any other dryer! Sanitizing ozone 
( lamp ¢ Super-efficient nylon lint trap * Automatic 
safety door switch * Simplified control center « 


“hand-wash” cycle for delicate fabrics * Auto- 
matic lint cycle * Water level control for small or 


medium loads « every other competitive feature! / Lapeer { Optional venting « Full range of gas models! 


THE ONLY COMPLETE LINE IN HOME LAUNDRY HISTORY 


| 
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UT, UP)—Four decorator colors! Re- 


Complete with spacers. Big 20” blades 





Super Sixteen, Super Twelve (Models 
1657-S, 1257-S)—Portable air circula- 
tors, complete with Tilta-Breez stand 
“Comfort Grip” handles. Sixteen 
x 18” x 5%"; 3000 cfm.* Twelve: 16” 
x 16" x 5%"; 2300 cfm.* 









Lau olfers your customers More! 
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Twin Twelve (Model 1257-T)—Slim, 
trim, with new automatic thermostat! 
3-speeds. Lightweight, portable; hangs 
on casement window in seconds. 16” 
x32" x 5%". Twin 12” blades move 
3120 cfm.* 






















































































Speciai Twenty (Model 2057-RW)— 
Powerful low-cost fan. Electrically re- 
versible! 5 position control. Built in 
adjustable spacer panel. Fits windows 
30” to 38%” wide. 20” blades move 
3950 cfm * 


Ane 
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Yes! More styling...more features...more 
performance—more of everything you need for a 
quicker turnover. Look over the rounded, com- 
plete line offered by Lau and decide now that you 
will make this year your top fan-selling season! 


There’s the new Ultra Twenty, the decorator- 
styled selling sensation ... the handy Porta- 
Breez, best-looking fan on wheels .. . the portable 
Supers, Twelve, Sixteen and Twenty ... the com- 
petitive, electrically reversible Special Twenty! 
Place your order today! 
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Super Porta-Breez (Model 1657-SPB) 
-—New mobile air circulator; easily 
moved on non-scuff wheels. Height ad- 
justable stand. Full 360° tilt. Popular 
Super Sixteen fan. Shipped complete 
in one space-saving carton. 


Super Twenty (Model 2057-S)—Pop- 
ular 20” portable air circulator. Auto- 
matic thermostat. 3-speeds. 22” x 22” 
x 5%". Spacer panels for window in- 
stallation available. Big 20” blades 
move 3950 cfm.* 


World's Largest Manutacturer 
of Air-Conditioning Blowers 




















LAU FANS 


Powerflow Twenty-Four (Model 2454- 
WR2)— Cools an entire home, Quiet, 
belt-driven, 2-speeds, electrically re- 
versible. Fits windows 31” to 36” wide. 
26%" x31" x10". Moves 5500 cfm.* 

*( Equiv. NEMA) 


THE LAU BLOWER COMPANY 
2007 Home Avenue, Dayton 7, Ohio 


Azusa, California. In Canada 
The Lau Blower Co. of Canada, Ltd., 
Kitchener, Ontario 
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TRENDS 


By Robert W. Armstrong 


May sales should show seasonal im- 
provement over poor April volume. . . 
Weather holds back air conditioners 
. . . Distributors tighten dealer credit 


PPLIANCE-TYV sales and spring weather had 


4 one thing in common during March and 
early April: Neither made much headway 
Upstate Pennsylvania and New York were 


till getting snowstorms in mid-April—which cer 
tainly would explain why air conditioner 
elling and why dealer 
in absence of traffic 
Add the factors that were hurting sales in 
other parts of the East—consumer preoccupation 
with income taxes and Easter clothes, and the 
usual items—and it’s 


weren't 
were complaining about 


easonal decline of many 


casy to see why few dealers wcrc boasting good 

I'ypical of comments from the Buffalo area are 
these: “Our business was off a little in March and 
so far in April. We are doing best right now in 
refrigeration with laundry equipment second, We 


are still selling a fair amount of ‘T'\ “March 
was off and April is quiet so far. ‘This is usually 
1 slow season of the year, but it appears slower 


than ordinar Vv i 
us, outselling white goods 
tions of late have 


till very important with 
None of our promo 
“We are 


holding our own but spending more on advertis 


been real hot 


ing to do it. Laundry equipment is the best 


been good, along 
Manu 


loaded with merchandise and thi 


eller; refrigerators also have 
with TV. Business seems harder to get. 
facture! ire 
isn’t helping the price situation.’ 

An upstate distributor notes that dealers are 
harply on their buying and he 
caution.’ Neverthel 


utting down 
ens¢ 1 definite air of 


like some dealers, he optimistic 

First quarter sales for some dealers reporting 
from eastern Massachusetts weren't much worse 
than is 195¢ (one iid his volume was only 
$400 off, although another complained _ that 
March alone dropped 50 percent, attributed half 


the drop to the season, the rest to tight money 


; 


ind department tore competition 


Department store competitiveness is bothering 


more and more dealers (XM, April, p. 11). One 
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Boston merchant, who said his first quarter sales 
were off a bit, declares, ““We couldn't figure out 
what happened until we realized that the depart 
ment stores are selling at lower prices than the 
discount house . . . We are now trying to pro 
mote brands that aren’t being tossed around by 
the department stores.” 

Despite this new aggressiveness on the part of 
department stores, some Boston dealers are op 
timistic about the future. One has been doing 
particularly well with dishwashers, sold seven air 
conditioners the first week of April and expects 
to do a big volume when hot weather hits 


Washington dealers are generally dissatisfied 
with March-April sales, No one will call busi- 
ness better than “‘spotty’’ and one even says, 
“Yes, there’s some change. People are beginning 
to stop buying even more unanimously.” Au 
conditioning hasn’t even met last year’s figures 
o far—although Washington weather has been 
comparable, According to one distributor, even 
sales to builders have slumped—and not so much 
because of the slump in housing starts as becaus 
of (he says) poor weather 


Philadelphia dealers are the most disgruntled 
of all. One says flatly, “March business was just 
plain no good and there has been no pickup in 
April. ‘Tight bank credits have been part of the 
trouble; a run of lousy weather and tight fists on 
the part of the consumer make up the rest of 


the story.” His inventory, he admits, is high. 
Laundry equipment hasn't met expectations, ‘I'V 
is “way off,” and air conditioning hasn’t been 


moving 
Another agrees in 
bright spots have been portable 


ubstance, says the only 
IV and laundry. 
lor him, refrigeration is only fair, air condition 
ers aren’t moving and nobody is buying big-ticket 
I'V 

Least pessimistic is a big merchant who claims 
that poor early air conditioner sales and a drop 
in refrigeration were pretty well balanced out by 
even laundry movement, good hi-fi and portable 


I'V sales 


One Pottstown, Pa., merchant who had no com- 
plaints at all could credit his happy situation to 
an extremely successful promotion. Ile dumped 
some 20,000 cardboard facsimiles of Norge dis 
penser wheels out of an airplane, got 3,000 peo 
cllout 
lucky numbers on some 
Ant body 


offered a $20 credit 


ple in his store and a complete Norge-line 


is a result. ‘The gimmick 
of the wheels entitling people to priz 
vho didn’t win a prize wa 


toward an appliance 


Tough credit and tight credit have a lot of 
dealers and distributors worried. One Philadel 
phia wholesaler recently took the bold action of 
informing all his dealers that from now on hi 
ten days net—take it or leave it. Be 
cause many dealers are behind in their payment 
a lot of other distributors wish they 
of them 
ll have to tighten up mor 


term ire 


could do 
the same thing—but some it least, are 


in $o deep that the 


1957 


gradually, Retail inventories are already so high 
in some instances, however, that distributors may 
not have to keep extending credit as generously 


as in the recent past 


The bright spot on the sales horizon is sea- 
sonal. According to this magazine's seasonal 
sales charts (Jan. '57, p. 108) ranges, refrigerators, 
radios, washers, dryers, ironers and cleaners either 
dip in April or make no perceptible upward move 
For some of them, however, May should tell a 
different story. Refrigerators should start a 
definite climb. Air conditioners should take an 
abrupt and substantial change for the better 
Ranges, radios, ironers, freezers, 
washers should show some improvement 
words, May should be better 


cleaners and 
In other 


By Tom F. Blackburn 


Dryers, refrigerators and ranges re- 
place washers and TV as Kansas sales 
leaders . . . Marathons create sales 
. . . Premium business gets bigger 


VOME of the big-volume bread and butter item 
S lost out in Wichita, Kansa 
March to new sales leaders 

According to the Kansas Gas & I.lectnce Co 
iutomat off eight percent, ‘T'S 
off 24.2 percent, conventional washers off 21 


terntory wm 


washers were 


percent, water heaters off 6.5 percent, and water 
pumps off 32.3 percent 
In contrast, electric clothes dryers went ahead 
10.7 percent, refngerators 5.7 percent, irones 
3 percent, standard electric ranges 9.5 percent 


built-an range dropped 19 percent), freezer 


percent ind roasters 67.7 percent 


Central air conditioning is making new inroads 
in the Midwest. March sales of central units in 


the Wichita area were 583 percent thead of 
1956—and at the same time room unit sales fell 
17.9 percent and evaporative cooler Olurne 


dropped 11.9 percent 
Overall appliance volume in the Wichita ter 


ritory was off 9.4 percent from 19 


Marathon sales are still working. One of th 
latest variations of this promotion was recent! 
staged by the Standard Appliance Co., Cedar 
Rapids, lowa. Owner Edward H, Owen took on 


Continued on page } 
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e complete RCA-Whirlpool line and got, as a 
premium, 4 personal appearance by Fran Ahi on 

who doe Whirlpool! IV commercials. She 
visited with customers and signed autog graphs. 


Prize vere offered at intervals during the ( 
hours of the marathon and pecial offers weré 
made from time to time in order to keep the pub 
iT treaming through the doors. Customers who 
vere present at certain time could take advan 
tage of pe ial deal Ihe store was decorated with 
balloon hich vhen broken iled a irict 
f prize [here were piggy banks fo children 
plasty we tra free cottee and doughnuts. Sal 
men, of course, wore the now-traditional red flan 


nel night shirt 


The premium business keeps getting bigger and 
bigger. According to spokesmen at a recent prem 
Chicago there are more than 600 
ind over 15,000 users. Of the 
percent sell houseware 13.5 per 


(including radio and ‘T'S They 


ind novelties | percent), cutler 


ium show im 
premium supplier 
upplhier 1 
ent ipplian f 
ilso sell to 

ind utensil ‘1 percent), china, crockery and 
slassware (15.2 percent), silverware and stainl 

teel flatware (14 ind luggage 14 
percent). Some 43 percent of the premium old 
oes to wholesalers and distributor 


perce nt 


1.1 percent 
res to retailer 

What happens to premiums is just as interest 
ing. According to a new book by Arnold Corbin of 
NYl which was written for the Premium Adver 
tising Assn, of America, 42.4 percent of store 


premiums are on a sti light giveaway basis with no 
cash involved; 37.8 percent require part ca h 
| percent are used as incentives for salesmen 

7] percent ive given away without even the re 
quirement that the store visitor make a pur hase 


+) percent are given away in return for trading 


tamp 9.1 percent are paid for by customer pur 
chase § percent are given as prizes in con 
umer contest 13.4 percent were elf liquidating 
vith no purchase required Some 9 percent 


were u ed with i ¢ italog coupon plan ind only 
| pel ent VCT¢ uivance premiiuin which the 
customer worked off b payments on mer handise 

Tobacco stores are getting back into the radio 
business. According to William Mapes, president 
f the Federated Supph Co 
vhich | ears ago were a substantial factor in 


the marketing of radio ire getting back into the 


tobacco tor 


bursanne I! pomts out that big brand names are 


beme handled 






_ 
QiOKE WAY 


AND NOW FOR PICTURES OF THE ATOM BOMB TEST 


TRENDS recion By 


REGION 


...in the 
SOUTH 
WEST 


By Fred A. Greene 





Weather hurts sales but may aid busi- 


ness later on. . . Laundry equipment 


leads slow white goods movement... 
Btu confuses everybody 


{' THOUGH you won't get many southwest 


erm dealers to expr optimistic points of 


view, it does appear that busine hows some 
improvement 

Cold, blustery winds, heavy rain storms, bliz 
zards and tornadoes definitely were a factor in the 
last month. There’s no doubt that the element 
cut down heavily on shopping, particularly in 
north ‘Texas, west ‘Texas, Oklahoma and New 
Me AICo 

In spite of miserable about half of 
nearly 60 dealers and distributors report im- 
proved first quarter sales compared to a year ago 
l'rue, the increases were minute in most instance 


condition 


But, decreases were not altogether severe in all 
Case Given a break in the weather, many of 
these decreas reports could have been avoided 
One noteworthy point: Business was not up to 
expectations—even among those with gains. For 
reflected vol 
unfortunately, do not show any 


observed 


one thing, improvements generally 
TH Profits 
change. In fact, several questionnaire 


lower margin 


As for the remainder of the year, predictions 
are nearly unanimous: More volume, lower prof- 
its. ‘There are exception of course, but the 
present trend does not reflect much optimism 
ibout the profit pictur Most dealer eem 
reconciled to the situation and are accepting the 
fact that it’s necessary to go for volume to offset 
lower profit The encouraging rains of the past 
month do offer hope—especially if the drought i 
broken or, at least, cracked 


Laundry equipment moved slowly in most 
md distributor 
had a fair month, with a few of them expressing 


instances. A few scattered dealer 


od sales. Refrigerators picked up in momentum 


ind the ire some hopeful po ibilities for a 
vod ir in this case, Range sales remain slug 
gish lh reezer how improvement but much 
varmer weather is needed 
elevision fared poorly. “Very slow’ was the 
most frequent mswer given by businessmen 


though One cle iler in west lexas Was ple isanth 
surprised with his past month’s ‘T’'V sales. Port 
ibles continue to pace movement, with low end 
consoles and table models close behind 

‘hough appliance movement didn’t make deal 

ecstatic, the late winter-early spring rains men 
tioned earlier do provide hope. The case of one 
Dallas retailer is an example. Sixty days ago, be 
fore the state’s farmland got a good soaking, he 
was refused a bank loan with which to buy a 
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carload iir conditioners. Today, he’s got his 
loan and not for just one car, but two! Appar 
ently he reasons, “If the banks are confident peo 
ple will buy, then so am | 

I'he Southwest, being the largest air condition 
ing market in the nation, naturally shown in 
terest in the ratings of units by Btu (British Ther 
mal Units). The fierce competition among dealers 
and the lack of consumer education about Btu 
has already resulted in considerable confusion, 
irgument and downright bitterne 

“All other things aside 
dealer, ‘we've had to spend three times a 
much time explaining to prospects what Btu is 
I'he consumer can go into two different stores 
He'll come out with two different ratings. No 
dealer is telling the same story. One dealer may 
; Btu on an 8-hour average. Another 
quotes it on a |-hour showing. And that’s not 
all. I’ve found dealers quoting figures 
outside temperature of 100 degrees 
ARI’s 95 degrees.” 

One prominent Dallas retailer bemoans the 
fact that customers are beginning to show a lack 
of interest in units that will do the job they want 
done. “They seem interested only in the highest 
Btu—not whether they'll actually need that many 
Btu’s,” he adds 

hough several dealers point out the increasing 
problem, the situation has not yet become too 


remarks one irate 


quote 1 unit’ 


based on 
instead of 


erious. For one thing, air conditioning weather 
has not set in and the majority of customers have 
not yet begun to shop. But the confusion is start 
ing to become somewhat noticeable. Advertising 
reflects it, with some dealers headlining “Btu 
leader” and others putting Btu capacity on sales 
ticket 


The Dallas Better Business Bureau already has 
cracked down on one dealer who claimed extra 
Btu’s on the basis of 100-degree temperature in 
stead of ARI’s 95. BBB had the retailer’s distribu 
tor warn him 

“All in all,” says BBB’s Dufheld Smith, “the 
situation is reasonable at present, thanks to highh 
effective distributor's cooperation. However, w 
plan to meet with the wholesalers soon and will 
make it plain that unless the situation remain 
clean, BBB is prepared to launch a heavy adver 
tising campaign to clean things up.” 

Another dealer made this point: “One manu 
facturer in 1956 claimed more Btu’s for his unit 
than the 1957 model, yet he insists the latest 
model is 15 percent more efficient 
explain this?” 

This same manufacturer i 


How do you 


the target of se\ 
eral other dealers who have in their hands lette: 
reputedly from a competitive manufacturer claim 
ing their tests show the first manufacturer's unit 
had nearly 2,000 Btu’s less than claimed. Th 
Dallas BBB says its hands are tied. The accused 
manufacturer § engineers, it says 
figures and since BBB has no way 
hngures, it ¢ 

On the other hand, the accused manufacturer 


confirmed thei 
to di put thes« 
in do nothing 


has staunch defenders, one of whom claims the 
letter actually was not mailed by the 
manufacturer but actually 
in angry competitor 

And so it goes. Nobody actually accuses am 
body else of lying. It’s just the feeling that the 
ARI standard is confusing and that testing was 
not properly handled 

“In the first place,” says a Dallas dealer, “test 
ing should be handled by a central agency, not by 
individual manufacturers. Second, my understand 
ing is that ARI’s standard is based on an outside 


(Continued on page 14 
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In a town of 11,000... 





DICK BARTLETT SOLD 10 
EASY COMBINATION WASHER-DRYERS 


IN 30 DAYS! 





Another inside story 


a CR, renee AS aes ARS 0 Soom 


a 


.) 


h age ~ectely 
ems he 


Bartlett spent $91.60 for $4,500 gross sales! 


Bartlett challenged EASY 

in newspapers! 

The opening gun in Bartlett's ad program 
read “Bartlett challenges EASY! Their mar- 
keting experts say we can sell only 5 washer- 
dryers in 30 days... we say we can double it!” 








This pitch paved the way for follow-up ads 
using purchasers’ pictures. An example of 
using the user in print! Cost? $91.60 for 
$4,500.00 in sales in Mt. Vernon, Ohio. 





—_—_—_—— 
witty 
a) 





YOU can be THE Washer-Dryer Dealer in YOUR town! 
= c /. — » * 


Bartlett’s 3 way secret 
spells success! 


1. Because he believes in the rich future of 


Combinations... he is making his store 


Washer-Dryer headquarters 


2. Because his salesmen are sold on the 


Easy Combination, they're shouting savings, 
and thinking profits of 2 appliances 


4. Because his service men are convinced 
of Easy's simple installation and service, 
they've actually sold the sales force. 


EASY Leundry Appliences Division — The Murray Corporation of Americe — Palmolive Bidg., Chicago, Minols 
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on the 





Jack McMahon, Bartlett 
Service Manager, says: “The 
tosy Combination Washer 
Dryer is easier to service than 
@ separate dryer oe 
washer with o transmission 


Believe us...This is for Real! Proof? Call Bartlett: Mt. Vernon, Ohio, EX 2-1986 


The answer ts 
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cading of 95 degrees with an inside temperature 
of 70. Heck, man, if that were the case in Texa 
thered be no au conditioning usin People 


down he don't buy air conditioner unl the 


is in the 90 


1 * 
What lappen im mid-summer YODOE 


...in the 
SOUTH 


Distributor sales hold up but retailers 
. Au- 


tomatic washers and dryers do better 


complain about spotty volume . . 


in rural areas 


yer LANC] ( n the South f yitinue 

i | pattern with s Atlanta 

i i i 1 ng dip n bu j ilthough 
I ra 1 

An At itu distributo (), ¢ VicLean eport 

March i aE ¥ the busiest months in General 


orgia histor In tact, the month wa 


certain distributo r 


uceesstul that 65 persons enjoyed thre da 


fishing | rida a prize Viniti ita ile pro 


But dealers looking at sales for the current 
period of 1957 in Atlanta were unenthusiastic. 
Cor t if largest retail id hie ile 


ent in Januar 


perce nt in 


bebrua in percent im March of thi eal 
nya} wh mila per d n 195 
\ t sa it his store maimed steady but 
thy TTT ' in portable vlile fewer high 
pri Tia i} ad. White goo adown 
mid nd put | mdihionimn ha 
nth itest ippomtinent se far th eal 
\ ib} ipphance de tient 
ort | j i dition i t 
th if ait nt t t \ in in 
) ilist lhis may | i ia ! 
i t ctl i yuist hat nal 
As hh ined it. t " i th it 
ellin i i drop m the p t tain 
iinnits ft hor! Sal mired na 
ible t that selling pomt again last season hy 
ontint But there has been no pri I ik th 
i | tore ordinarily sell ) percent 
wo oats a nditioning market in bebrua md 
Nhat iT 
Willan Sharpe { Sha pe \pp! nee Co 1 
Atlanta loweve 1\ Th nditionin doesn ¢t 
move th in hus store at ports that ‘T\ 
ile i | mn but that whit od i rome 


better than thi tire last vear bh i that 
vith “banks being more selective now the credit 
picture may be hurting some of the b here 
cnough 


just isn f gilt edge pape t » around 


Items such as automatic washers are now be 
ginning to sell well m the more rural areas as the 
drop de wn in the urban centers. In tact, Federal 
Reserve figure how that sal in Atlanta im 
lebruary of this vear were down |4 points in com 


parison vith last vear while the tat outsick 


14 
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Atlanta 


I lorida showed a slight increase that month but 


howed a 21 point gain 


Alabama and Louisiana were also down in com 
parison with February 1956 
Ihe section of Florida 
by the Florida Power and Light Compan on 
nued to prosper P&I reported that Januar 


ere the sixth largest of any month in recent 


outheast coast served 


Dryer sales are also on the increase in rural sec 


tions of several southeastern states while freezer 
Y cin pett thi Car in both rural and urban 
i] ( ith At inta ile man of ga ippil 
ran t t ! m i te 
r j 


Dryers and automatic washers were the bright 


spots on t f two Charleston, South 
( ita ¢ i () la 4 but ti I it 
| 

t t l iit ha ised th 

! HH ted that gen i O 
’ ’ ) if thy t 

i 
Th i i }7 tm t ' idl t ( ha 

ton largest department t nd Sal ol 
tomati ish ie holding up.” Wilham Con 


...in the 
GREAT 
LAKES 


Tight money and cold weather slow 
sales uplift... New competitive trends 
. Detroit de- 


partment store beats the discounters 


hurt Dayton dealers 


4h eason pit per onality has upset i 
prediction fia prosperou pring im the 
(Jreat Lakes region. Sales showed an upward trend 
1 the early days of March but soon declined in 
the followin 


Cleveland distributors and dealers believe that 
the sales decline is due to the “tight money situa 
tion” and prolonged cold weather. One of Cl 


land’s largest distributor vhose il vere alwai 
ibove those of an other local distributor ha 
ently felt the slump for the first tume Dealer 
ire now bemg mor iutious in their purchase 
becau if slow retail buying ud a spokesman 


| 
for this distributor. Because of the recent Cleve 


ind Hom md hl VC! Show the feel if least 


me item, color television, will increase within the 
next few month Lhev iv very few custom 
had seen a demonstration and that with this show 
had the chance to see it 
demonstrated before making their purchase 


One Cleveland dealet 


thousands of customer 


vho has enjoved slighth 


highe il redits them to the methods of pro 
motion used by his stor I know busin i 
lousy, but most dealer in keep their head 
ibove water if th ire willing to pend mor 


time and money on promoting the met handis« 


the handle hie iid 


MAY, 


In the Cleveland district, laundry equipment 
is up five percent, refrigerators and ranges are off 
ten percent. Whether it be the new look or cold 
weather, sales of refrigerators have almost come to 
i standstill in this area. Let’s face it, 1956 was 
i record breaker for this apphance. ‘Lhe customer 
made his purchase last year and we know darn 
well he’s not going to buy a new refrigerator ever 
car, regardle or stv hangs If ou do real 
ve got to run like th 
devil to ke p up with you elf the following year 


d i ¢ le eland de iler 


on car in thi 


Youngstown dealers aren’t a bit happy with 
recent appliance sales in their area. One deale: 


port il ere off ten percent due to new di 
if pening hop in th Yi igstown district 
Not iT have the taken er the trath ippl 
in t major applian i vell claim 
deal As an imple of what is h ppening di 
mt ire | n plus major appliance 
t mi ¢ 1} vive ire verst ked then uttin 
pl Oo heavi that the mall dealer handlin 
the me brand of m handise doesn't stand 
chan 


Ihe black- and white-T'V market is moving « 
in en keel in this area consol 
models seem to be the with the 

ond set portable moving fairly well. Colored 
IV i recping ilong Let others do the mi 


ionary work on colored ‘T'V. Hlow many peopl 


hurnitur type 


people choi 


ire willing to pay $100 a year service charge on 

this item?’’, asks a Youngstown dealer 

cquipment 1s quite spotty in this city 
Competitive development in Dayton, Ohio 


Laundr\ 


have some dealers screaming ‘“‘foul!’ They not 


only ar complaining ibout competition from 
the utility and builders, but also about Sunda\ 
Cried one Dayton dealer, “If you have 


i vacant room in this city you in set up an 


opening 
ippliance busine His complaint: competitive 
cheme ire being set up every day by these local 
dealer Ihe Sabbath is no longer a day of rest 
lor some dealers it ust an extra dav to keep 
the store open. So poor little Mr. Dealer, who 
observes his day of rest and figures six days a weel 
is enough to work, 1s out of luck when he sees hi 
tential custome trekking over to hi 
tors on the Sabbath 

In one gimmick worked up between a Dayton 


ym pe ft 


ipphan dealer and an auto dealer the ipplian 
vith the pur hase of 


Continued on page 


a ile rive Iwill i used il 


1/ 


JARCO FREEZERS | 


a. 
Riga ae 


DEALER 
FRANCI«NSES 
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LET ME CHECK AND SEE IF WE HAVE 
ANY FRANCHISES AVAILABLE 








1957—ELECTRICAL MERCHANDISING 


TRIPLE-H KITCHENS 


The widest choice of kitchen styles, 
features and prices ever offered! Gives 
you more to sell... greater assur- 
ance of customer satisfaction. 





TALITY 


BETTER PRICING, BIGGER PROFIT 


Tremendous range of models priced 
to meet any budget from project build- 
ing to custom remodeling. Sensa- 
tional new discount structure gives 


you top profit margins. 





FEATURES 


New Triple-H Kitchens incorporate 
more than thirty distinctive conven- 
ience features! No cute gimmicks 

each is a practical, interesting feature 


guaranteed to give you p/us profits in 





every kitchen sale! 








Some of the reasons why 


MORE DEALERS ARE MOVING TO KITCHEN MAID 


than ever before in our history! 


Kitchen Maid has been America’s leading producer of wood kitchens for more than 
half a century. Yet in this long and successful history, nothing measures up to the 
terrific dealer response of the past few months to the introduction of our Triple-H 
Kitchens. The reason is simple. In these three lines—the Heritage and Hospitality 
lines in natural finishes, and the Holiday line in color—Kitchen Maid gives the 
dealer the great flexibility in styles, models, features and prices that he must have 
to successfully sell the whole kitchen market! Important, too, is the fact that with 
Kitchen Maid you have one of the country’s leading brand names, nationally ad- 
vertised for more than forty years. And you’re supported by the most experienced 
distributor organization in the industry. It’s just a fraction of the story, of course. 
Write today for all the details, and join the hundreds of alert dealers who are 
finding Kitchen Maid the great new profit opportunity in kitchen history! 











. 

The Kitchen Maid Corporation,775 Gnowden St., Andrews, Ind. : 

ITCHEN M | Send for Gentiem Please rush complete introductory information about your ° 
A : > new Triple-H Kitchens. | am a (_} Dealer Distributor, ® 

cima? AMO &i ¥ introductory kit. . ° 
K hie H 3 N S Gets you started Nar ‘ ‘ sosaiiaiieaasiaiieabiaieediamta dnieiiehiieieaiiied - 

in a hurry! Adar ° 

PMA fs j vif j — poeneeen eens . 

( ty State 4 

See CSS SSS EEE 
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TRENDS REGION By 


ny major apphance, Both d ike out: the 
ustomer rushes down to the auto dealer to turn 


the old iy im as a4 tradean tor a new model. Others 


lealer ire Offermg to make the first three month] 
payments on the purcha f major apphance 
rivini thie purchaser + month to j the re 
mana We i pb ( ut iwobile license 
plate if uo buy from u the plea made b 
mothe dealer If } fresh iughtered 
beef, another Dayton d f f th 
tl purchase of freeze 
The appliance business in Detroit is on the 
verge of near pani I here has been a phenomenal 
in ile na ipplial th the pel 
ntage and volum dropping mor h month 
| never seen it like th ma I iin busi 
i i long tine Detroit deal Dealer 
ire attributing ome of the npt 1 hate ] ister 
ncome ta md eath put hat lv fias them 
lipset is on of the if hil est departinent tore 
hy Hoot « nl ha join a th i { if rani but 
nas nov pu hed the d yuinite ut of busine 
1 proving the could underse myo When 
th discounters Vil limninated i lashing price 
var broke out between the stor mad | il dealer 
Deal laim this department store ha ut it 
rice far below retail price that it is impo 
ible for the dealer to slash his p inv lowe! 


ithout rummne hi bu if 


...in the 
FAR 
WEST 


By Howard J. Emerson 





Business picks up in April to close good 
first quarter . . . Bank search for appli- 
ance paper belies tough credit rumors 


MI IST areas of the Far West report 1 ple isant 


ind encouraging upswing in appliance busi 
nm durnng the first tw veeks of April I'\ 
continu casonally level, with most dealer 
looking toward a rise n il ot portable oon 
that the first quar 
fer was not up to the 1956 level, vet every con 


rom ever Come! Tuto} 1\ 


tact made by this column indicat otherwise 
that the first quarter vhile nfe with up ind 
down iveraged at or close to the level of the 


1956 first quarter \ steady diet of newspaper 
tories from out of the East indicating lay-offs 
ind cut-backs by the manufacturers has made 
many of the dealer ind distributors out here 
mewhat worried, but not scared. Most of those 
interviewed feel that the up-swing in early April 
is a definite indication that the second quarter 
will come close to the level of last year. 

Because this 1 


tate taxe ie cu it 1 


written on the day Federal and 
ippropriate to take a 
lose look at the credit situation in the Far West 
Ihe impression that tight money ts strangling 
the apphance- TV busine eems to be completes 
unverified, following interviews with bank execu 


tive credit agency managers, and leading deal 
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REGION 


n Lo Angck Phoenix Salt Lake City 
Scatth ind Sacramento. Here is their anah 


t redit il the | if We t 


Are banks and credit agencies anxious to get 
appliane ely paper? “We are aggressively look 
ig for new | é i Seattle banker Wi 


it tiSiti i 
have about million im this kind of paper but 
ire oO} ting mor Huse from an dealer 
that nsider to ound \ banker in Salt 
Lake City miment We are anxious to get all 
tl yphance-I'V paper wv in—in general, I’m in 
{ favor T\ nd m i] pl ince paper 
itom pap Ihe reason for this is the 
i mad 1 payment arrangement vhich 
ie itomobile dealer ech Our experienc 
ith I'V and appliance paper has been excellent 
1 te TT Kr ave ve have neve had to go 
und a dealer on repossession.” ‘The Los Angel 
Minager of a leading hnance ompan gon to 
thi fullest extent to bu ill the ipphance I'\ 
paper it can obtain He stated that one reason 
vliiy appliance-l'V paper is good busine for thi 
hance ompan that such items are no longer 


onsidered a luxury 

More appliance-l'V paper is desired, and it 
ill be available, according to the loan ofhce 
of one of the largest banks in Arizona. H point 
out that the increased buyer resistance to new cat 
prices is making consumers with money look for 
other merchandise to buy Much of this di 
po ible 
pliances and home improvements, he points out, 


income | bemg channelled into ip 


ind in his area increased sales of air conditioning 
ill be the target of those peopl with money 
ivailable for down payment An officer in the 
Sacramento branch of one of the largest banking 
hains in the kar West is les 
views of the availability of appliance-I'V_ paper 
Ile state 
preferring not to take appliance-I'V paper unles 


optimistic in hi 
Our policy at the present is one of 


it is for a very good customer.” He contend 
that apphance and television dealer ire om a 
death struggle’ with discount hous being 
mostly re pon ible 


Are repossessions a problem? A_ banker in 
Seattle feels that the repossession rate on ap 
pliance-T'V paper is now lower than it was a 
year ago. He feels that this lower repossession 
rate is the result of a better term structure. In 
the same city the manager of a national finance 
company says that repossessions are about normal 
for the season, but he expects them to go down 
omewhat in the near future “Reposs ions al 
vavs go down when the good weather comes.’ 
The head of a finance company in Salt Lake had 
this encouraging report to give While the com 
pany had about $3 million worth of appliance-T'V 
paper on \pril 10 representing about 8,000 a 
ounts, it had only nine items past due more 
than 30 day [he vice president of a large bank 
in Los Angeles feels that the type of product 

| and to some extent the credit stability of the 
buver are not altogether the important factor 


] 
ok 


n influencing the rate of repossession. He named 
the following as the most noticeable factors im 
the problem: (1) seasonal unemployment; (2 ill 
re in such cases the credit can be extended 

move by a buyer to another area. He ex 
plained that some peopl move into a home in 
one area which does not include appliances among 
its furnishings. Later, when they leave the area 
ind go where the appliances are no longer needed 
they may default. Often they will simply write 
1 note to the dealer asking that he pick up the 
itern. ‘This situation is most acute in Los Angeles 


MAY, 


ind certain other areas of the Far West wher 
there i j high rate of labor movement in the 


urcraft busine ind agriculture 
Repossessions are normal i i banker in 
Phoenix He believes that one reason for a 


teady drop in repossessions in the appliance-I'\ 
held is due to the increased a eptance of those 
When 
tated, ‘“‘many peopl will 
keep making their television payments and the 


items as absolute necessities in the home 
things get tough,” he 


refrigerator payments while everything else th 


have is being repossessed. Maybe it is some con 
olation to them that when things get reall 
tough they can still have old beer and che ip 
entertainment I'he dissenter from Sacramento 


If port for hi chain bank, that the repo { lon) 
rate in that area is fairly high. “One big reason 

he says, is because the building craft worker 
have been out of jobs this winter and early spring 
is a result of the tight money situation slowing 
down the building starts. However, this bank ha 
taken recently a more ensitive” position on d 
linquency.” When a man begins to lag in hi 
payments he is asked to come into the bank and 
talk over with the banker some arrangement that 
will avoid repossession. Usually an adjustment in 
the payments can be arranged 


Repossessions are not as noticeable in television 
as they are for automobiles, said one banker 
\ Seattle credit agency manager could see no 
difference in the risk factor on appliance-T'\ 
paper compared with auto paper. “It is the peo 
ple who are the risks and not the merchandise,” 
he said. Collection expense may be slightly higher 
per unit on appliances and ‘I'V but, on the other 
hand, he said, ““You don’t stand to lose nearly 
is much on an appliance as on an auto. A Lo 
Angel 


could have a choice of a half-million dollars in 


finance company believes that “If we 


paper from either an appliance-T'V dealer or an 
ito dealer, we would be inclined to 
the appliance-l'V dealer first 


onside I 


Is flooring getting tough? A Seattle banker 
reports that there was some tightening last yea 
on dealers’ flooring of appliances and TV, but 
no tough policy now. Lo 
Angeles bankers and finance agencies apparenth 
ire not holding back on flooring, but they are 


there certainly i 


watching the individual dealer’s operation mor 
arefully. A banker there states that he will 
curtail credit for flooring of appliances and TV in 
in which the dealer show 
ales over a fairly long period. A finance man 
there says that he is studying very carefully the 
methods of business which his dealers are using 
Believing that many dealers will continue to los 
business to the promotional discount houses in 
that area, this finance agency executive is looking 
for and encouraging through flooring that dealer 


those cas¢ a drop in 


which is. in his words, giving “service after the 
initial sale of product.” A chain banker in 
Sacramento says that he watches irefully the 
flooring We want to see 
1 direct relationship between the floored inven 
tory and the dealei ales,” he stated. “There 
hould be a balanced relationship there—if ther 


ymount of a dealer 


too much inventory, the dealer is paying too 
If there isn’t enough flooring the 
} 


rit 


much interest 
dealer isn't in a position to get the busine 
need We get tough if a dealer is doing 
$5.000 a month business and wants a floor of 
$50,000.” A banker in Arizona says that he 1 
not getting tougher about the amount of flooring 
which the dealer mav have, but he is certainly 
getting tough with the dealer's methods of han 
dling the flooring 

Continued on page 21 
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HOTPOINT Hi-Vi 
TV PORTABLES 


FOR ‘58! 














(And what a lucky day it was when you became a Hotpoint TV Dealer!) 



















HOTPOINTS NEW 
PORTABLE TV MAKES 
YESTERDAYS TV 
OLD-FASHIONED! 








HERE'S Hi-Vi TV IN A NEW SLENDER PROFILE FOR '58! 





Designed for impulse sales... faster turnover! 


New 110° picture tube! 23% smaller cabinets! 12'2% bigger 


picture! Brings a new kind of elegance to Portable TV! 


The dramatic new 110° picture tube means smaller cabinets, less weight, and 
bigger pictures. | hat's the big new 
But look at the design new too! Hotpoint’ de lner have cooped the field 


with Portable TV sets so beautifully styled, they're virtually ‘‘impulse items!’’ 
Nor did we stop with just the new tube and fabulous new design. In an 
all-out bid to build your Portable TV business, we loaded these new Hotpoint 


Portables with new features, illustrated on the next page. 
Ihey're priced right, too. Finished in consumer-tested colors that fit in the 


| I Keq WITT f I feature 
| again Hotpoint gives you a solid short line for fast turnover! 

lf you're already a Hotpoint TV dealer, you're in for a terrific year with 
t} re a iT r 

And if Hotpoint fin your store yet, your Hotpoint TV Distributor is only 
1 pnone i way! 
New Hotpoint Lightweight for '58 12% Bigger Picture—104 square 23% Smaller Cabinet! Bigger 154- 
Only 24 Ibs. 104 square inches of inches of viewable picture areal! square-inch viewable picture area. 
viewable picture area. Autumn Red Model 14S$207 in decorator-styled Smoky Grey and Silver Grey Deco- 
and Desert Sand Model 148206 Spring Green and Misty Green. rator Colors. Model 17S306 
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NEW HOTPOIN 


+) 


. oe FOR THE FEATURES that will make 
Jare inches of viewable picture, instead 


these new '58 Hotpoint Portables prac- 
tically leap into customers’ waiting arms 
... TURN PAGE! 
















HOTPOINT ‘58 
PORTABLE Hi-Vi TV 
SELLING FEATURE 





NEW 5 
«O- 


NEW (010) 
NEW | p4 ill NEW OLD 
OLD 
©] 


New 110° Aluminized Pic- Smaller Cabinets—new Bigger Pictures—different Lighter—less tube weight, 





























ture Tube—biggest news in shorter 110° tube reduces shaped screen area gives up less cabinet weight make 
TV since the aluminized cabinet bulk up to 23%, to 124%% more picture from new Hotpoint Portables 
tube Cut nches and makes these new Portables tubes with the same diagonal pounds lighter, rea//y port 
pounds from every set! actually she/f-size/ measurements as before! able, easy to carry! 














; = 
New Top Tuning—convenient Pop-Up Antenna—twin ‘‘rab New Target Tuner— solves Kemovable Tinted Safety 
and elegant top panel put bit ears'’ rise and swivel Portable TV reception prob Glass—lifts out easily for 
controls up where they're from in je cabinet, now lem, gets clearer, sharper cleaning, yet protects, and 
easiest to use smart carry work for either UHF or VHI pictures even from distant makes rich contrasts even 
ing handle with powerful ‘‘pull stations. outdoors in daylight 


PLUS 


Automatic Gain Control e Dynapower Speaker with moistureproof aluminum 
voice coil e Special Blanking Circuit suppresses diagonal retrace lines e 
Improved Deflection Yoke reduces interference @ 41 mc Amplifier and oscil 
lator-shielding keep police and emergency signals from interfering e High 
Impact Plastic Front and aluminum cabinets e Automation-built for high 


juality and long life e Cooler operating temperatures assure longer, trouble 


There's more coming, too! 
These dazzling new Portables give you 
a taste of what Hotpoint TV has up its 
sleeve for this year. They're real eye 


Hi-vi TV 


ed 





openers~-and so are the other big an 


nouncements coming from Hotpoint Hotpoint Co. (A Division of General Electric Company) 
TV soon! 5600 West Taylor Street, Chicago 44, Iilinois 


HOTPOINT TV IS REALLY HOT-AND GETTING HOTTER! 

















































TRENDS REGION BY REGION 


, aan 


C ANADA By M. L. Schwartz 


Early April sales indicate recovery 
from March slump . . . Radio sales out- 
strip TV in some cities . . . Government 


hints crackdown on credit 





S OMI Canadian centers experi ind distributors in boosting list 
4 en ] 





hi lump in sal prices only to have them come 
apphances during March that a down later in ads showing price 
ht t 1 busine near the cut 
id of the month, particularly fo This practice has diluted the 
vash tov ind other good value of comparative claims to such 
ught forth the first smiles in in extent a few reputable and fat 
th nonth Ph n boasted ecing retailers have taken steps to 
\pnil pro pect ibandon honest use of the device 
It iwtul iid the head sak entirely or limit it to a few taple ey 
Montreal store, add item the BBB states, pointing 
itly that March applian out that “the public is rapidly 
lower than slow rowing skeptical of comparative 
though p uts were tried on a laims and if the abuse is allowed 
than last year. Anothe to continue unchecked it~ mav 
males Quebi cit eventually threaten the concept of 
Imitted that he sold onlv two re voluntary restraint in busines 
March de pite more Meanwhile, the latest word from 
itting than informed sources reveals that in- 
tried before He ad creases arte being recorded for 
itt lowevi that h fort “household operation” costs in the 
n to sell a numb rf official cost-of-living index which 
Wn | wash it a slim profit includes electrical appliances, fur 
niture and similar line involving 
A significant change occurred in higher price levels in ‘Toronto, Ot 
dealers’ attitudes following a slight tawa, St. John, Halifax, St. Jolin’s, 
gain towards the start of April Winnipeg, Saskatoon, Regina, Ed 
1'\ hi-fi mallet ippl monton, Calgary md Vancouver 
hi et nove vith shght or practy illy no change 
than f the vist th 1 other large center ® ° { d 
i ae Male ‘dada te athens? csneu a TK* gives you BOTH kinds 
that April would s¢ idian Government in Ottawa ha 
; + | | } | yy 4 
ee ee eee of electric range cooking! 
" freight rat mad mate i] 
iad time to work through t Want a surface unit that will heat up fast, that is quickly 
th tail level,” tl nem responsive to changes in temperature setting? ‘K's new 
\lready many dealers fear the the | I ( net Con Jetube will outperform any unit, also gives you conveni 
effects of — prices on Cael juently, it ma | vell be that th ence features that are definitely ‘pluses’. 
‘ ‘ < ' : Foe r » 
x ty . ‘. 2 ‘ . ; Want a surface unit that is easy to use and understand, 
QO +h th ; Cantos that cooks everything with one over-all heating pattern? 
19 T'K’s famed Monotube does this superbly, also gives you 
Yea Hin many ra ‘25-second”’ fast heat when needed, plus a host of extra 
home sets. auto a convenience features women like. 
that t mbination set Extra fast, or extra simple...TK builds the right sur- 
cst trast to the TV sales d face unit for you. You’ll find them on quality ranges in 
, ind proht they're convinced both will co- kist every price class, they’re “‘tops in the industry”’. 
Th sett B Jureau of for ng time. In many Canadian 
Mont bait” ad cities, dealers’ sales of radios have 
i exceeded ‘TV by an amazing mat 
ms ag 7 Gea we op TUTTLE & RIFT, INC 
h ti IV busin he ec! 
ict f n rt t ‘ } el 4 | ’ i 


ELECTRIC HEATING ELEMENTS + DEVICES 
e SWITCHES & CONTROLS 


Continued on 







1623 N. MONITOR AVE. + CHICAGO 39, ILL. 
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COLD WAT|I 


APPLIANCES 


Sometimes 
It’s Best to 


Cald water snd not 


ny were” KENDAL 


MAY, 195 
7—ELECTRICAL MERCH 
ANDISIN(¢ 





Recommended by Good Housekeeping 


MAYTAG MAKES IT POSSIBLE 


at the push of a button! 


WAR 


Vee 
Kae - we - a cae ” ME i ht PERT iy ye ae 


A ie? 


“Even kinder to wool, cashmere, ‘Orlon’ and the like 
than tenderest hand squeezing...” says magazine 


Good Housekeeping’s sensational test has and the precedent-shattering cold water 
triggered a new trend in home laundry wash! 

Suddenly, women are looking for the It is this combination that made pos 
automatic that will deliver a cold water sible the astonishing results reported by 
wash automatically ! Good Housekeeping. And only Maytag 

Che results of Good Housekeeping’s test has it! 
were made known to millions of women What a sales story for Maytag Dealers! 
in the article reprinted at left The plain fact is, now no automatic can 

These women are turning to Maytag be considered modern unless it offers a 
Why? Because Maytag, after months of cold water wash along with hot or warm 
collaboration with fabric manufacturers No doubt about it, cold water wash gives 
has it the combination of two speeds Maytag Dealers the hottest sales story in 
allowing a slow speed for delicate items) 97! The Maytag Company, Newton, lowa 


a ACC-Fabrt0 


AUTOMATIC WASHER 
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if its worth the cost of installing... 


po oe iameenss seagate 


...it’s worth the cost of a safe 


electrical cord 














\ 
S) 
Belden 


RANGE CORDS 
DRYER CORDS 


Modern as the Style of 
the newest appliance! 
Approved Cords—rated 
or service — Belden 
quality engineered for 
the job Installation is 
easy and Permanent — 
no costly service calls. 


“From the complete line 
of Corditis-free Home 
Electrical Cords.” 








WIREMAKER FOR INDUSTRY 


SINCE 1902 
CHICAGO 





Magnet Wire * Lead and Fixture Wire * Power Supply Cords, Cord Sets and Portable Cord © Aircraft Wires 


Welding Cable * Electrical Household Cords © Electronic Wires * Automotive Wire and Cable 


TRENDS continues 





cept for three-wa 
However on the 
xceeded p 
yut ‘T'\ Wel 
lown msice empha IZ 
the honeymoo excitement 
IV in Canada 1 ust about 
ind from now on it will be m 
routine unl color I'\ 


tarted 


What about color I'V for Can 
ada? Ihe Canadian dealers now 
have an answer from none oth 
than the Chairman of the Board 
of Governor of the Canadian 
Broadcasting Corp., A. Davidson 
Dunton of Ottawa, who says that 
Canadians could have “some” colo 
I'V within a year after CBC get 
in official green light to go ahead 
In that period, a number of Ca 
nadian stations could provide such 
color program requiring only 
minor changes in the present tran 
mitters and special color studio 


imeras, lights, etc., he sa 


A harsh, direct crack<lown on 
credit granting by finance com- 
panies and other lending institu- 
tions is hinted in Ottawa. ‘Thi 
giving dealers real jitters as thi 
feel it would strike a heavy blow 
particularly if they are unable t 
finance their own time-buyin 
he Lie 

Direct controls over the dist 
bution of credit will hit 50 percent 
of our busine overnight ud th 

dit manager of a large depart 

nt store in an Ontario cit But 
hit the maller retailes 

der, Canadians are 


insta lin nt 
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It's shattering all records! —, 


=, 


Wi, 


Dealer's are clamoring for — 


~ 


Ra 





/NUu Ke) (e)=}|m —ae-\ 1a CONDITIONERS! 


It’s the biggest...most exciting... NEW 
ales sensation ever to hit the appliance 
market! You never HAD an opportunity 
like the VORNADO Automobile Air Condi- 
tioner BEFORE! 


® IT’S THE FIRST NATIONAL BRAND 
UNIT backed by a nationwide advertis 
ing and merchandising program! 


THE ONLY NATIONAL BRAND 
NIT on the market today... NO major 


brand name competition! 


['] DESIGNED FOR YOU TO SELL 
with a Vornado Selected Dealer Fran- 
chise for full-protection. 


® NO HEADACHES! Installation, servic- 
ing and warranty are ALL handled by 
factory-backed installation centers! 





* ADS IN LIFE, NEWSWEEK 
AND OTHER NATIONAL MAGAZINES 


* SALES-CLOSER DISPLAYS 





* LIBERAL COOPERATIVE 
ADVERTISING PROGRAM 


* TV SPOTS AND RADIO 


. | . > - pe "hone , 
AUTOMOBILE AIR CONDITIONER fiabteansssuiied 








Full Factory Paid National Poster Board Program! Contact Your Vornado Distributor Today! 








Doesn't Stick UP! 
‘Doesn't Stick OUT! 











\< 18 Automatic Comfort Settings Doesn't Stick IN! 
‘< 115V or 230V Operation ] W | \ ] ! | N 
¥< Chemical Air Purifier 

% New 360° Air Diffuser just 16” low 


, ‘ae Just 16" thin! 
/\ Dual Air Filters 


 Fresh-Exhaust Air 


More Light! More View! 
More Versatility! 

















FITS FLUSH IN THE UPPER SASH 


Won’t interfere with lower-window view 





DEALERS IN THE 














radically new...here it is! 


































































































INSTALLS FLUSH IN THE GOES THROUGH THE WALL ROLLS FROM ROOM TO ROOM 
LOWER SASH 


Hides away in the wall! Leaves windows free Wheel it around on a Rollabout Stand 
Doesn't stick out up... or in 


Products of 

THE 0O.A. SUTTON CORPORATION, INC 
Wichita, Kansas 

Worlds Beading (bl, Ome wannfosturss. of, colon! croling opplramcas 


Distributed in Canada by Alliance Motors, Schell Avenue, Toronto 10 













SET YOUR CAP FOR THIS NEW MARKET... 
a 





ELECTRONIC COOKING CENTER 


Cooks in minutes 
instead of hours— 
seconds instead 







of minutes! 





Here's the newest 
and fastest method 



















of cooking since 
the discovery 
of flame! 


Nothing on earth cooks faster than 

electronics—and your salesmen can 
— _ prove it in just 30 awe-inspiring 

seconds. That's all the time it takes 

for the Hotpoint Electronic Com- 

partment to bring from frozen hard 

to piping hota traffhic-stopping snack 
of little cocktail sausages—yet only the food gets hot! 
And that’s all the time it takes to create the urge-to- 
own that is establishing Hotpoint leadership in 
Electronic cooking sales. 





Set your cap for leadership in this new era of cook- 
ing by demonstrating the unit that cooks in minutes 
instead of hours—seconds instead of minutes. 


ae, ALL-CALROD° Companion Oven 





Call your Hotpoint Distributor today = = Here’s another big feature for your “speed and ver- 
ah 2 eS is S satility’ story. While the balance of the meal is cook- 
for all the exciting details of the new Gun oerten SS ing in the Electronic Cooking Compartment, meats, 


‘ ‘ ‘- “eo ow fish or fowl can be quick-broiled in the All-Calrod 
Hotpoint Electronic Cooking Center! TRI Companion Oven. Broils 12 steaks to perfection in 


10 minutes! 


look te Hotpoint for the finest hint! 


RANGES + REFRIGERATORS + AUTOMATIC WASHERS + CLOTHES DRYERS + DISHWASHERS + DISPOSALLS® + WATER HEATERS + FOOD FREEZERS - AIR CONDITIONERS + CUSTOMLINE + TELEVISION 
HOTPOINT CO. (A Division of General Electric Company) 5600 Taylor Street, Chicago 44, illinois 
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Mort Farr Says... 





Portable Sales 
Should Be Plus Sales 


ITH the sale of portable \ approaching 
1) percent of total units sold in the 


last quarter of 1956 and _ predictions 
for 1957 indicating that thi percentage may 
mK t } pel ent, this could be a Dig bus! 
| On the tther hand the popularity ot 
these nal reen low priced units could ruin 
t tas th mall table model radio finally 

if th n ic i \ KI 
it id earl () It t k th id if 
in n that had 
t » if id rt t list 

i | if nt th 

| i " i 

t ri ! if 

it 
{ } 7 | 

! 

j r ¥ P 

; r tod 

f t f ft them rtabl 
\ | Ss. hom ha 1 
t | nount t pout t 

) bh hould mean a pla 
t Kct n millon t i Ca 
r ft ! trade il and 
not ng that an additional | percent 
it of our pt pulati n ha cc ti 

mn ind have not bought the rst set 


PORTABLES SHOULD BE PLUS BUSINESS. 


\\ n t afford t let this new market and 
th t placement market be taken over 
th { portable Wi have ilread 
verage unit of sale to go down 
+ } to in t 160 ll 19 
\\ tart j fo upgra il tvlin 
feat | t idd m th nt ( 
titled to | elling th portal 
In t i fe I) l 
iain vin t 1 th i 
ct nad in t 
| tl hn mn i the h 
Qf th on tf tel n ts m ( » 
household on] light] million 
In muilty et hom In oth vord 4 
| 'V pe pulation till has onl 
" t | i] : h t ‘ " 
M r th tv t hom cithe hha 
t ft la ct te I k t th 
tl hit ing n 





nca©rcl million Thi sS all ilarmuing trend 
ind one which calls for action 


THERE IS NO SATURATION, This effort 
hould start with the manufacturer develop 
ing and bringing out sets with new styling and 


roature ind new idea Let them advertise 
thre features, instead of low price ind create 
itistaction in the mind of the publ tor 
their old outdated { Let there b i train 
! tartin it the fact training the epre 
itat { train distribu ilesmen ¢ 
wn md th nen mn th ( 
ting new development Ihere is no such 

thin ' ituration th a product uch 
n lt im AlM ttset py bse 

1 With pre ynot Tt id iW 

t th ile , , hi bh +} 

iot double the out 

t 1 unit rt i the next ten i 


MTILITIES HAVE A STAKE, TOO. It 
time for the utiliti t help promot bh 
i msole televi n and get behind th 


f color t If th illow. the public te 
itished with small screen, low consumption 
ortable televisions, it will be only a tep from 
there to the batter ry solar operated tel 
ion set, just as is now happening in the 
radio busine 1 never fail to wonder wh 
the utilities have not been interested in’ the 


revenue potential of radio and_ television 
| von thre lowly \( 1 et of today of which 
there are milhons in use, rack up a_ total 
of over § » mullion dollars in electri bill 


to operate them Phe most popular ‘TN ct 
| Po} 


of today thre to recen oOnsunn () watt 
md with an average dail use of b hour 
brings the nation’s billing for power to operate 
them to over ( nilhon annuall I hi 

nt Olor television fou round 40 

tt ind hould th clect bill 

onsiderab] hen tart «¢ ' them | 
the wll ! 


NEW PORTABLES CAN BE SOLD AS 
PORTABLES Both the radio and the tel 


ision industry have in ipportunit to ell 
million portabl unit in 1957 and go on 
f n there to undreamed of millions if we 
ifter this additional market as it should 
ought The tr | this year will be toward 










Farr, Upper Darby, Pa., appliance-TV dealer 





new set vill be truly portable both im size 
ind weight and will lend themselves to man 
new use Let us take advantage of the trend 
toward isual outdoor living by promoting 
portable television for the patio and the bar 
becue. We should play up the need tor indi 


vidual viewing, All of us don't want to watch 


those quiz program hkewise the entire famual 
re not sports enthusiast aD Hew ct 
vill porate vithin { miik { po ful 
tation catin | fe \ wiarh { ! tiibitnicl 
Own na ut i rt \\ t ju it 
th pupil th thi fact i min i | 
th i old ' lt ti t t t| 
n th ist in not iT | t] 
} Lt mot tal 1 \ ’ ti 
i Ih 1 thi 
i | \ noth ! t { 
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WHAT DOES ‘THE PROSPECT REALLY 
WANT? ‘Thi unportant thing to rememl 


to quaht thie prospect Let not tal 
t for ranted that the kno hat the 
vant or how much the mt to spend when 
thre ome mm ou tore hind out what kind 
toa t thr we usin wicl af aft operatin 


md then tell them the idvantag 
hare recn COTS ct, af the 


TC hase ! thes on television In fact 
nen a wmstom ish t ce i television I 
mo fore out idlesmen fart pb isking 
black and white or color It at least make 
t casicr ft ell a large reen Dhach nad whut 
et and has resulted in mterestin ie number 
! ) } 4 li | 


We ire now enternng the iY cason tor 
portabl radios and all of the re 


idualized I'\ hould I tuk 1 idl mitace 


! piu the need for new mad ither inf 
nation at all tine ind the need tor a port 
il patter operated radio in th ‘ nt of 

isaster Ihe recent hurncan id flood 
nd the need for mo for ny «defen 

npha VA the necessity of « ning 





Aurty! Lemilton Beach 
WIN A NEW FORD STATION WAGON 








1957 Ford Country Squire 
Station Wagon. 























uct Name the Hamilton Beach Guard’ 
Ginbol of the Only 5-Year Guarantee 


It’s our chance to make even more friends for 
Hamilton Beach. It’s your chance to win a 
new Ford Station Wagon or any of 100 other 
big prizes. Nothing to buy, sell or rhyme! 
Your chances of winning are excellent, for 
this contest is limited to retailers and retail 
salespeople who sell Hamilton Beach appli 
the ‘“‘Guard”’ 


who tells your customers that Hamilton Beach 


ances. Just name the ‘‘Guard”’ 


appliances are guarded by the only 5-Year 
Guarantee they can get! 
Don’t miss this opportunity to win one of 


! 


101 wonderful prizes! Fill out the coupon and 


mail it today! 


10 2nd PRIZES 

Your choice of a complete wardrobe (men’s or 

Suit, overcoat, hat, shoes, shirts, 
retail value, $300.00 

favorite dealer’s 


women’s) 


ties, hose at your 


16 3rd PRIZES 


Matching set of famous Hartmann Luggage 
2-suiter and 20-inch case in smooth two-grain 
Retail value, $150.00 


piece set of women’s luggage 


‘ 
a 


airline cowhide or 3- 


16 4th PRIZES 
Hamilton Beach “Deep-Clean”’ Cylinder-T ype 


Vacuum Cleaner with 11 cleaning tools. Re- 
tail value, $79.50 


16 Sth PRIZES 


Hamilton Beach Model H Food Mixer with 
Cake-Mix Timer and juice extractor; chrome 
finish. Retail value, $61.95. 


20 6Gth PRIZES 

New Hamilton Beach Electric Food Grinder 
the quick, crankless way to handle those tire- 
some kitchen chores. Retail value, $39.95. 


25 7th PRIZES 


Hamilton Beach Automatic Fry Pan 
deeper pan that doubles as a sauce pan. 
tail value, $22.95 


the new 


Re- 


101 aR i Z ES for Hamilton Beach retailers and their salespeople only! 


4 This contest is open only to retailers and sales 


people who sell Hamilton Beach appliances 


2 Simply send us the most appropriate name, us 
words, that you can think 
of for the Hamilton Beach 


ing no more than 2 


Guard.” 


3 Sign your name, store name, and store address 


HERE'S MV ENTRY! 


Hamilton Beach Contest Board (7 
Box 5166, Chicago 77, Illinois 


| suggest you name the “Guard” 


(no more than 2 words) 
My Name 
Store Name 
Jobber's Name 
Jobber Salesman's Name 


Address of Store 
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Extra entry blanks can be obtained from your distributor salesmen 


OFFICIAL RULES 


and mail to Hamilton Beach Contest 
Box 5166, Chicago 77, Illinois 


Board, 


4 All entries must be postmarked not later than 


June 1, 1957 


&S Entries will be judged by the Reuben H 


Donnelley Corporation. Decision of judges will 


HAMIL 





jz 





Hamilton Beach 
Food Mixer 
$44.95 retail 


Hamilton Beach 
Mixette 
$19.95 retail 


MAY, 


Automatic Toaster 


be final. Entries will be judged on the basis of 
In case of 
All 
entries, contents, and ideas become the prop 
erty of HAMILTON BEACH COMPANY, a 
division of SCOVILL, RACINE, WISCON 
SIN, U.S.A 


Of BEACH 


originality, sincerity, and aptness 
ties, duplicate prizes will be awarded 


HAMILTON BEACH COMPANY, A division of SCOVILL 
RACINE, WISCONSIN, U.S.A. 





Za 
vy 7 
V rs ey) 


Hamilton Beach 
Home Drink Mixer 
$22.95 retail 


Hamilton Beach 
Liqui-Blender 
$42.95 retail 


Hamilton Beach 


$19.95 retail 
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contest. end Syne (St! 





GET 





PRODUCT SALES APPEAL 


A New Automatic 
Fry Pan! $22% 


retail 
The biggest sales edge in auto 
matic skillets! Thanks to 
deeper walls, this 11‘ -inch 
pan doubles as a sauce pan! 
Deeper 3-quart pan holds 2 
extra cups. 




















includes special rack for baking 
potatoes, squash, etc. 
Cover with new moisture control, 


$3.50 retail 


ic 


 vamuon BEACH 
the Only 


PW 
Veal 
kree-Service 


 (uarantee = 


in Housewares 





4) 






feature these 2 New Profit-makers 
backed by the 


Aly Year Guarantee! 


ee: 
PO 


inp 






vA. 





74) 


$3. 


gaa HRP 


A New Electric ™ 
Food Grinder! 


Real sales appeal here! 
Quick and crankless! No 
clamping down. Just flip 
the switch, and even the 
toughest grinding jobs are 
a breeze. Wonderful for 
making meat loaf, casse 
roles, etc 


$ 3 93.9 5 retail 
Can-opener attachment, 
$5.95 retail 
Slicer-shredder, $9.50 retaii 
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for motor-driven appliances 


Performance and appearance—the principal points of 
interest to your customers when buying motor-driven 
appliances—rate “tops” in devices powered with 
Lamb Electric Motors 

High sales appeal, resulting from these teatures, as 
sures good turnover—one of the reasons why leading 
dealers the country over like to handle ippliances 
motored by Lamb Electric 


THE LAMB ELECTRIC COMPANY ~-* 


A Divisior f America Machine and Met 


KENT, OHIO 


In Canada: Lamb Electr Div n of Sangamo Comms y ltd Leaside, Ont 





Motor parts for Turbine for canister 


nition } appl th household appliances type vacuum cleaner 


Lamb Electric 


rracrionacwoaserowee MOTORS 








ECONOMIC CURRENTS 





The Consumer Has Money, 
But Nobody's Selling Him 


By the McGraw-Hill Dept. of Economics 


Ts onsumer has been sitting on h pocketbook | 
been almost no change in sales of durables and nondu 
casonably adjusted) since last October. ‘This is true in p if 
the tact that consumer mcomes have been rising steadily f 
ix months, Reports now trickling in from department sto 
do not yet indicate a boom in consumer buying. Neither do 
reports from auto salesroom hus, although industrial pro 
auction 1 expected to rise in the second quarter, the amount 
of the rise will de pend on the whim of the consum 
\ stiff dose of salesman hip could weaken consumer stand 
offishine Consumers are well fixed financially. ‘Total personal 
ncome reached the staggering figure of $325.2 billion in 19 
Phat figure i expected to be urpa ed thi ( Buuilt-1 
| ount im a large part for thi In addit 
ig pick-up in employment got start i | 
Phat rl than usual, and earlier than wa t th 
INCOMES ARE STILL RISING. And in t f 
high rat f personal 1 t id population 
t mn nm stead ice 19 
\ f , f 
\\ mit t TF t ted il k 
f tomat cal ; ' 
tof ino ind | ' 
it the beginning of this year and xpected t 
hill n in the next few months. ‘Thus, h 
d level, should move en highe 
| n farm mconn vhich has been steadily declinin 
l. turnes up last Although net farm in ri 
1) millon above 19 level, the ign point to another 
light increase this veat hus, the farmer as a consu 
in better financial hap than he has been f evera 


CREDIT DUE FOR RISE. \ pich up in in tallment lit 
may also add extra zest to sales of big durabl it ind 


ipphances—later this year Consume ire now iding 


Continued on pa 
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This bafflingly simple device is a Hamilton clothes dryer lint screen. Dryers don’t 


create lint, but they still have to dispose of it. Lots of swell ways have been developed 
to deal with lint—it’s been stewed and soaked, drained and dribbled, bagged and 
wrapped. Ingenious. Hamilton simply gets rid of it. How? By screening the exhaust 
twice—which gathers the lint on this easily-removed, easily-cleaned screen. Hamilton’s 
lint-story is so irritatingly simple that salesmen don’t forget it, and even customers 


understand it. Try it out on your own sales floor, with just this one caution—first make 


sure you’re standing in front of a goodly display of Hamilton clothes dryers. 





STRONGEST EXCLUSIVE LAUNDRY LINE GOING! 


AUTOMATIC WASHERS + AUTOMATIC CLOTHES ORVYERS + HAMILTON MANUFACTURING COMPANY + TWO RIVERS, WIGCONGSGIN 
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— NOW-JULIA MEADE Joing 








New 
Eye Appeal! 








Now New oa 
Models! Calos Features! 


Your ALL-STAR Gae Saloe loam 


...Golle modern Gag Range features 
to 65,000,000 TV viewers 


on” Playhouge 90 ~ 


NOW COAST-TO-COAST TELEVISION 
ADDS ITS SELLING POWER TO 
THESE SALES MAKERS: 


3 Big Magazine Advertising Campaigns 


American Gas Association, Gas Equipment Manufacturers 
Committee and LP-Gas Association magazine ads blanket every 
home in your area every month of the year. 


Mrs. America Contests Right in Your Town 
City, state and national contests to make sales for you. 


Spring Showing and Old Stove Round-Up 


Sales Campaigns Tailor-made to sell gas ranges 
right on your sales floor. 


New Freedom Gas Kitchen Sales Makers 
Everything you need to sell complete kitchens. 


Local Year-Round Promotions 


Manufacturer and utility co-op promotions to 
make sales for you 


te Automatic | 
Buy Appeal ! all the way! | 
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Home Service Helps 

Window and Floor Displays 
Architect and Builders Sales Plans 
School Promotions 

TV and Radio Spots and Shows 
Ad Mats 

Local Publicity 

Premiums 

Sales Demos 

Direct Mail 

Sales Training 

Outdoor Signs and Posters 
Home Modernization Plans 
Servicing Aids 


All designed to help you speed up 
replacements and build up your sales 
volume of high-profit, top-of-the-line 


gas ranges in new homes 


Domestic Gas Range Division 
GAS APPLIANCE 
MANUFACTURERS 


ASSOCIATION, Inc. 
60 East 42nd Street 
New York 17, N.Y. 
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But for those 

















ECONOMIC CURRENTS 


(continued) 
1 smaller portion of their income 
m goods and I es than at al 
most an thie ) 1 < ept dur 
in honing Th tri DeECAaUSs¢ 
ncom ha n ised faster than 
th if of thr i isc in consumer 


aid higher 


mount of msum credit out 


in thie previou 
year in ou stor It reached the 

ord amount of $41.9 billion 

But by the end of February if 
thi nsume nstallment 
redit decreased S¢ niilion to an 
estimated $31.2 billion. This com 
pares with a February increase of 
>»Y6 million in 1955 and $29 mi 
lion in 1956 

Installment redit fo iuto 
maimed fairl lose to lebruary of 
last year The decline was largeh 
ror pul hase of other items ich 


is ipphiance radio ind ‘I'V set 


OP PBPBDBO DP PLD PA 
It's okay for an appliance dealer 
to make mental notes—as long as 


he writes them down at the same 
time! 


One reason why onsume! ire 
buying | tor credit is that man 
of them a till using current in 

me to repay installment debt 
they took on in 19 Phe amount 

msumel repaid n 1956 Va 

’.1 billioon—almost $4 billion 
nore than in 19 And the ul 

nt rate repayment thi ir ha 
been cl to th ite of last 


CONSUMERS PLAN TO BUY. 
And according to the latest Surve 
of Consum binance onsum 


ontinue optimist ibout the fu 


ture and plan to make major expen 
ditur in about the ime amount 
is last year. The percentage of con 
Tht tanning t uy 0 ind 
used i | t th mn is last 
Ih im t ror plan to 
furnitu ischold a | 
Hic ¢ 
Nan r 4 t 
' 
1 ] 
i i t 6-month 
Th ould be pa t 
! th NH If i hy 
Ih I nan imum t 
ition i 
i lift t j Lal irt 
r th i 1 mn nond 1 
mid 
Vhu the | to maimntaming 


further 
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month after month... 


1512 million’ men and women‘“live by the book” 


...and the book is Better Homes and Gardens 


MONTH 












































































































































*“The book’’ is so full of ideas for better living that it’s during the year. = 


often loaned but seldom discarded. 2,400,000 readers 


of an average issue reported passing along their copies 

to friends or neighbors. 6,550,000 had kept the issue 1 7 

and still had it. An average issue of BH&G is read by of America 
15,500,000 people. One third of the 123,800,000 people 

in the U.S. 10 years of age or older read one or more of 

every twelve issues. That’s 44,150,000 Better Home reads Better Homes & Gardens ! 


and Gardens reader ind over 40° of them are men. 
Meredith Publishing Comp iny, Des Moines 3 lowa., A 12 Months’ Study Of BH&G Reader Alfred Politz Research, Tne 1956 
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EUREKA introduces Hot 


WITH EYE-APPEAL, FEATURE-APPEAL 

















Glifering New (957 
SUIREKA 


GOLDEN Gi CROWN 


Super Koh Natic 


MODEL 96O 


oF 16998 


Complete with New 8-Pec. Set 
of Deluxe Cleaning Tools 


NEW POWER IN DAZZLING NEW BEAUTY 


and many other apatite. 


ee — 


(we Lift No Carr > ‘ ow Super teen tae” 
\ Rolls On 4 Rubber nee 71 cubic feet of e 
~Swivel Wheels “ a w por minute minute U- 


ee 

(Vrs suey Easy-Glide on Tool 

\ with fleeting brush—cleans 
“lh @ feather touch 


er nee oe 





® New1H.P. Motor ® New Quiet— 


oes 
one . o Vibratio 
® New Twin Exhaust N " 


© New faction Adjuster Dost Bag Sparkling New (957 


"Brive Howe Toe witch FUREKA 
SYyber Aulomatic 


MODEL 260 
TREMENDOUS 

y 
NATIONAL OF "EGE 


Set of Deluxe Tools in 


ADVERTISING “Hondy-Pok” Kit $19.95 

















: Bete Guage od om PLt 
ener crsnnine renee a: Fa é “i Suchon C ro 
pny Me “seasons @ Ne 
Be Ke lot a i Equipped With Motor-Driven "Disturbulator”’ ae 
. CO. Specially designed for f 
fast, easy cleaning of , 
large rugs and wall-to- © Ne 
W) Li F E. and wall carpet. Automatic 3- Du 
way action cleans quickly 
PO ST in one single operation. 
Many advanced new fea- Dust Bag e Brilliant 
we tures: 2-Speed Motor Headlight ¢ Base only 6" PUI 
“x a on ao e Throw-Away Paper high, and many others. 
LADIES’ HOME JOURNAL “FA 
: ; wt GOOD HOUSEKEEPING 
aie : and MACLEANS ALL 






PULL-PACKED SURE-FIRE 


















Month-after-month advertising in dazzling PROMOTION NEWSPAPER ADS 
1 color hit more than 66 million re ider 
re Tein the best prospect in your arena Lie a an be: 
['wo new series of ‘sure-fire’? promotion newspaper ads (20 in., 
im now with your local promotion lor your 
' 10 in. and 60 in You can’t miss! Order ad mats and new 
biggest Spring iles ever 
Kurekas from your distributor and get your introductory pro- f 






motion going at once! 





-| New SPECIAL Roto-Matie 


‘ AND LOW, LOW PRICE-APPEAL! 


A terrific new Hureka Roto-Matic 
with amazing cleaning performance 


FOR PRICE-LEADER PROMOTION...OUT-VALUES THEM ALL! 





INTRODUCING 








HOSE SWIVELS IN TOP 


The Fowertl New 1957 eae 
EUREKA | 
Special RetoMarie 


7 


MODEL 860 


eh WITH ATTACH-O-MATIC 
ee CLIP-ON TOOLS 
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Complete with New 7-Pc. Set 
of Deluxe Cleaning Tools! 


44 a* 
te 7h 
teeeegentt . 
¥ 





PLUS ALL THESE MODERN NEW FEATURES! 


F NO LIFT) NO CARRY! 


e New Full %H.P. Motor e@ New Vinyl Swivel Hose ~ ROLLS ON 4 RUBBER 


i e New Powerful Suction e New Easy-Open Zip-Clip Top SWIVEL WHEELS! - 
e New Throw-Away e New Suction Adjuster 
















Dust Bag—Triple Filter for drapes and fabrics 3 
eS ae 
PULLS IN PROSPECTS QUICK! Erg Far 
rt - 
“ ee fre Siwy , - pl tat " . 
FAST SELLER” AT GOOD PROFIT! oa > NEWSEASY-GLDE. . 
ALLOWS EASY SELL-UP TO Breer ie * 26) ee ae oy Ae mtlitly » gig ot | 
ie te re’. | “FLOORS _," ot i. ate 
NEW EUREKA SUPER MODELS! ae Pi cl na 5 Oa a a 
baer Be ‘ % ie ‘ we tee 4 a, « 
S beet A es eet Sh a te 
Pega code Fe WIL MASS Ve 


EUREKA WILLIAMS CORPORATION 
BLOOMINGTON, ILLINOIS 


in Canada: ONWARD MANUFACTURING COMPANY, LTO., Kitchener, Ontario 











Only General Electric Refrigerators 
Fit Flat at Sides, Top 









and Back 








-y — 


j 


4 — Not just a “LOOK,” G-E “STRAIGHT-LINE” Design 
is engineered for customer convenience... fits 
square into a corner... lines up with cabinets... 








oO: oils are at base of cabinet. New forced-air 
condenset ystem eliminate col on back 

and with them the dirt-catching inches of waste 
space behind old-style refrigerators, Circulat- 
ing ai is filtered and filter lifts out easily for 


4 Ic abbiiniy’ 


2) Sides and top are flat. Air circulation is no 
longer required over the top, so cabinets can be 
installed not only at both sides but also right 
iown to the top of the retriveratot Depth Is 


ime as standard cabinets for a straight, flush 


Sell these 7 major GENERAL ELECTRIC advantages 


looks built in without installation expenses 

















No coils! No more dirt-collecting waste space! 





New filtered, forced-air condenser system is at bottom of re- 
friverator, climinates coils on back of cabinet. 


15-CUBIC-FOOT 


REFRIGERATOR- 
FREEZER 


MODEL BHI15 


a. 29 





; 


an” 
oh oes 
1 hae 


e.¥ 





: ey Other “Straight-Line” models: BH13, also BH12 with freezer 
s A 
+ tad at top. All available in G-E Mix-or-Match colors and white, 
Se 
— « ‘e 
fae 





front line, too—a “built-in” look without the 


5) Revolving shelves, revolving vegetable bins. 


cost of Custom construction 


3) New shoulder hinges let door open without 
extra clearance so refrigerator can be put 
snugly ina corner. Also, when in a corner with 
only 90 degree doot opening, revolving shelves 
turn clear of inner door, Compare with pull out 


shelves that hit door 
(4) Big, new, zero-degree freezer rolls out at a 
touch on 4 nylon rollers. Holds up to 175 


pounds of frozen food. 


A touch of a finger swings the back out front. 
No forgotten leftovers. Shelves adjust up or 


down to accommodate flat or bulky foods 


6) Magnetic Safety Door helps protect children 
from the danger of being trapped inside. Non- 
mechanical... nO Moving parts to jam or get 
out of order. 

@ General Electric dependability. Surveys have 
shown that most American housewives believe 


G.E. makes the best electrical appliances 









Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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Hot Line... Heavy Support 
High Profit Turnover 








All through 1957 — Dormeyer backs you up with a consistent sched- 
ule of national advertising in Lire, Loox, SarurDAY EVENING Post, 
and THis Week Magazines. There’s an integrated program of mer- 
chandising help for the Dormeyer Franchised Dealer, too, including 
24-sheet showings in major markets, window banners, cooperative 
advertising, and store displays that work hard at building your 
profits. Write Dormeyer, Chicago 10, Illinois, for information on how 
you can be a Dormeyer Franchised Dealer. 


DORMEYER CORPORATION ® Power Tool Division * Chicago 10, Illinois 
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you so many profit opportunities ! 


Todays women war THE BEAUTY, FEATURES, VARIETY, 


AND PRICES OFFERED only BY Hotpoint BUILT-INS! 


Cash in on the profit advantages that FIVE NEW HOTPOINT OVENS 

ONLY Hotpoint offers you Offer such exclusive features as the Roast-Right thermometer and Rota-Grill 
rotisserie. Promotional models, sell-up models—plus the exclusive BI-LEVEL 

* Superior Performance — exclusive double oven. All fit into 24-inch cabinet 


new Hotpoint features—backed by an 
SEVEN NEW HOTPOINT SURFACE SECTIONS 
established reputation for finest quality 


40-inch stack-on with automatic time and temperature controls... drop-in 

2 U i Variety the widest models that fit into 30-inch, 24-inch and even 21-inch cabinets... two-unit 

selection of models at prices for every sections with remote pushbutton controls Golden Fryer . . . Golden Griddle. 
kitchen, every budget NEW HOTPOINT BUILT-IN REFRIGERATOR AND FREEZER 


’ se - Combine outstanding beauty and convenience with low cost and ease of installa- 
vanced Styling modern beauty 

J tion. No special framing required—supported by the floor. No separate com- 

for modern living in five Colortones, ; 

pressor installation, Each requires only 436 in. wall width, 24 in. depth 


Coppertone, or Stainless Finish! 
1957 HOTPOINT MODULAR KITCHENS 


plified Installation — engineered The Appliance that’s most-wanted by American women—the one sale that means 
to eliminate special wiring, plumbing, seven sales for you! You sell a one-piece stainless steel countertop with sink, 
and construction—and to save you pushbutton controls, appliance outlets—PLUS an oven—surface unit—plug-in 
man-hours and dollars! griddle—dishwasher—food waste disposer—cabinets! 7-ft. and 9-ft. models. 





These are the reasons why Hotpoint is today’s hottest line of Built-ins. Start selling the line your customers 


know and want—get the full story from your Hotpoint Distributor today! 


Jook 4 ho the inst int 


RANGES + REFRIGERATORS « AUTOMATIC WASHERS - CLOTHES DRYERS - DISHWASHERS - DISPOSALLS” + WATER WEATERS - FOOD FREEZERS ~ AIR COMDITIOWERS + CUSTOMLIWE - TELEVISION 
HOTPOINT CO. (A Division of General Electric Company) 5600 Taylor Street, Chicago 44, Illinois 


ELECTRICAL 
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LONGER LIFE! 


... more evidence that Chevrolet 
Task-Force trucks are engineered better 
and built better for bigger savings! 


This drawing shows, roughly, one of the ways in which 
Chevrolet truck engines minimize a major cause of wear 
dirt! Now consider this additional evidence that Chevy 
heavy-duty V8’s and 6’s “live clean” and bring you fleet, 
dependable power that costs less to use! 


Extra filters give extra-clean fuel—Only clean fuel reaches the engine 

that’s one reason you can depend on a Chevrolet truck! All fuel 
is filtered twice (once in the fuel tank and again in the carburetor) 
to keep dirt and water from hampering efficient operation. Chevro- 
let truck V8’s provide a third filter, at the carburetor, for triple 
protection! 


Oil stays clean longer, too—Chevrolet truck V8’s and 261-cu.-in. 
6's come equipped with modern high-capacity oil filters (V8 filters 
are of the Full-Flow type). These engines keep clean oil flowing 
to moving parts; parts wear less and last longer because of it! 


Even the air is cleaner—Dust and foreign matter in the air an 
engine “‘breathes’’ can reduce engine life by years. Chevrolet 


8000 COOPER AVE 
GLENDALE.L.! 


“CLEAN LIVING” GIVES A CHEVY ENGINE 








POSITIVE CLOSED-TYPE 
ENGINE .£ n 


5 


1. Fresh air enters air 
cleaner and is filtered 





VENTILATION | @ \ 
’ -, 0 


vr “7 4] | \ |) 
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cone | PLT rip 
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vapors are 
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burned in 
cylinders 
before they 


2. Air flows into 
crankcase 
through oil filler 





can harm 
engine \ 
efficiency ! \ 





3. Air Stream carries vapors and corrosive 
fumes up through tappet deck 











minimizes this wear-producing factor by providing big oil-bath 
air cleaners as standard equipment on all truck engines. 


These are sound reasons why a Chevrolet truck will stay on your 
job and save on your job. There are others, too, including short- 
stroke V8 design (shortest stroke of any truck V8’s!) and 6-cylinder 
engine design that puts out more power than any other in the field. 
You'll learn about them all when you visit your Chevrolet dealer. 

. Chevrolet Division of General Motors, Detroit 2, Michigan. 














Biggest sellers ... because they’re biggest savers! 


CHEVROLET TASK: FORCE 57 TRUCKS 









America’s Newest Window Fan Sensation! 


EMERSON-ELECTRIC’S 
“FAN THAT TELLS” 











V TELLS ITSELF WHEN 
a TO TURN OFF OR ON! 














| V TELLS YOU WHAT 
| ie — IT’S DOING! 
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A reliable thermostat turns fan on when needed . . . turns it off when 
area is cooled. Colored lights tell you: High Speed—Low Speed— 
Ventilating—Exhaust. The dependable Emerson-Electric motor is 

electrically reversible .. . saves you manual effort. 


Buy Quality ... Buy Long Life... New Low Price... 
from the originators of the Famous Five-Year Guarantee! 


VY LOW OPERATING COST 


EmMERSON- ELECTRIC 


Y LOw INITIAL COST 





OF ST. LOUIS 
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Write for Bulletin 
No, 3112, 

The Emerson Electric 
Mfg. Co., 

St. Lou/s 21, Mo. 


Seeeeeeeeeeeeeree eee eee eee 
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A MESSAGE TO AMERICAN 


INDUSTRY * ONE OF A SERIES 





Can We Afford 
a $71.8 Billion Budget? 


Tue supcer submitted to Congress by Presi- 
dent Eisenhower for the year beginning July | 
proposes federal spending of $71.8 billion, In 
only four years, three during World War II and 
one during the Korean War, has the govern- 
ment spent more. Under the proposed budget 
the government expects to collect $73.6 billion, 
mostly through individual and corporation in- 
come taxes.4 

The principal reason for the size of the budget 
and for this year’s increase is an expanding 
defense program. About 60% of all budget ex- 
penditures in the coming fiseal year will be for 
national security programs. Moreover, this area 
accounts for about 90% of the proposed in- 
crease in federal spending. In addition, as the 
chart shows, there are large expenditures pro 
posed for purposes other than defense. 

Continued budgets of this size, some contend, 
will lead to inflation and wreck our economy. 
It has been suggested that they might lead to 
“a depression that will curl your hair.” Yet 
many insist that the budget, large as it is, still 
is inadequate in many respects — for defense, 
schools, agriculture, small business, health, re- 
search, indeed, for almost every activity in 


whi h the government has become involved. 


is It Really Too Big? 


Actually, the proposed budget would 
place no greater burden on the economy 
than any budget in the last six years, be- 
cause our economy has been growing. Fed- 


eral spending per capita under the proposed 


These fi ‘ reler to the regular federal budget and do not 
»/ trust funds, primarily for social security 
pe / md the neu lede ral aid program for hiz hway 


which are financed by special taxes 


budget will be about $416, or $10 more than 
this year; but our per capita income rose almost 
$80 last year. And, because of our increasing 
population, next year’s expenditures will, in 
fact, amount to /ess per capita than in 1954 
when federal spending was $4 billion lower. 

Another way of measuring the burden of gov- 
ernment expenditures on the economy is to com- 
pare the purchases of goods and services of all 
branches of government — federal, state and 
local — with the total output of the nation. The 
share of our national product taken by govern- 
ment this year will be about the same as in the 
past two years and, furthermore, about the same 
as the average for the past 28 years. 

By the standard of any recent year, the budget 
is within the means of the American economy. 


In this sense, we can “afford” it. But the pros- 





FEDERAL BUDGET EXPENDITURES 
$71.8 BILLION 



































$68.9 BILLION 
$42.7 NATIONAL $45.3 
: SECURITY 
Civit 
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pect of steadily increasing budgets, requiring 
20°. or more of our national income, introduces 
another threat. 


The Real Threat 


Large and rising budgets that do not balance 
government spending with higher tax collections 
clearly would be inflationary and would destroy 
the value of the savings and income of all who 
lagged in the race with climbing prices. But 
serious dangers will still exist even if our budget 
continues to be balanced, as this year’s is. 

@® Budgets that require a large take in 
taxes eat up the savings required to finance 
private industry. What the taxpayers must 
give the government they cannot save. This de- 
prives private industry of the savings and re- 
sources needed to expand and modernize pro- 
ducing facilities. 

@® High tax rates also undermine the in- 
centive to save and invest in normal busi- 
ness enterprises by taking such a large 
share of any income gained. Taxes on cor- 
poration income now take 52% of all income 
over $25,000. And taxes on individual incomes 
can take as much as 90% of earnings that re- 
main after this 52% bite. 

@® High taxes encourage, on the part of 
both individuals and corporations, the 
search for “gimmicks” and special treat- 
ment. As a leading character in Cameron 
Hawley’s novel Executive Suite observed: “To 
a far greater degree than most people realize, 
income tax has become a primary governing 
factor in corporation management.” Indeed, it 
is only because of the numerous gimmicks and 
special provisions now available that high tax 
rates have not already inflicted greater damage 
to economic incentives. 

These dangers comprise the real threat of 
large and rising federal budgets. It is a threat 
to continued growth of our economy, and it is 
no less a threat merely because the budget is 


technically in balance. 


What Should Be Done? 


In attempting to hold government spending 
within reasonable bounds, we should not hold 


back on needed civilian programs. The heavy 





demands now being urged at all levels of gov- 
ernment for roads and schools, for instance, are 
largely the result of failure to keep pace with 
the growth of the country. Furthermore, we 
cannot cut provisions for national security below 
the minimum level of safety, And unhappily, 
defense in the rocket and missile age is fan- 
tastically and ever increasingly expensive. 
What we can do is enforce some financial 
discipline on our military leaders, and hold 
down our defense expenditures by making sure 
their demands are justified and by requiring 
efhiciency. In the civilian programs, though some 
need to be increased to serve a growing economy, 


we can eliminate the outright waste. 


A More Difficult Job 


We must also do something far more difficult, 
and that is to reduce federal programs of aid to 
special groups at the expense of all the tax- 
payers. The new budget calls for over $5 billion 
for veterans, and another $5 billion for farmers. 
A number of industries and areas stand to 
receive aid in large amounts based less on 
necessity than on political pressure, These 
demands for increased aid, year after year, 
must be resisted if we are to have any hope 
of stopping a relentless rise in our budget. 

Then, as our national income increases, we 
can look forward to reducing tax rates and pro- 
viding greater incentives for the private sector 
of the economy. Only in this way — by keep- 
ing government spending in line with 
economic growth — can we prevent our 
federal budget from being a crippling 
burden. 





This message is one of a series prepared by the 
VcGraw-Hill Department of Economics to help 
increase public knowledge and understanding 
o} tmportant nation-wide developments. Per- 
mission 1s freely extended lo neu spapers, 
groups or individuals to quote or reprint all 
or parts of the text. 


. ; 
euscta CO nbGvewr— 
PRESIDENT 


McGRAW-HILL PUBLISHING COMPANY, INC, 
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...exceptionally cooperative” 


says A. B. COVINGTON, President of 
Covington Distributing Corp., Amana distributors 


of Houston, Texas 


| 

( AOMMERCIAL Crepir PLAN the best known and 
most complete financing set-up in our industry 
Pheir insurance coverages are lar more compl te and 
thew ile iid ind re ile follow up we heli Vi ire 
better th iny others. ComMerciaL Crepir peopl 
yall cooperall etoiu ind oul 

in this territos vould be seriously 


thout thi a | 


Commercial Credit dealers 
are successful dealers 





Write or call our nearest office for complete 
information on the benefits of COMMERCIAL 
Crepit PLan. Why not do it today? 


COMMERCIAL CREDIT CORPORATION 


A service offered through subsidiaries of the 
Commercial Credit Company, Baltimore Capital 
and Surplus over $200,000,000 offices in principal 
cities of the United States and Canada. 
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Wash-your-own demonstrations on a sidewalk full of 
washers at Maytag Sales and Service, San Antonio, sold. . . 


washers 
ree days 


story starts on next page » 











92 washers 
in three days 


CONTINUED 


- “40M ‘Trachta of Maytag Sales & Service 


of San Antonio moved 9 vashers in 





three da vith i promotion that didn’t 
depend entirely on price 
loo many of us dealers have been fight 
ing for sale trictly on price We're cutting THIS AD invited prospects to bring 
‘ their own laundry to Washarama and 
our own throats day after day with ads tha 


see for themselves how effectively the 


fail to stress our products’ ability to do the machines did their job 


iob housewive vant done 


Failed With Price Argument 


I know thi , 'rachta. “because | isitors were few and far between when it 
tried the price argument All it did wa came to the effect of such advertising 

result in ‘shopping trafh I tried home The San Antonio dealer tried all kinds of 
demonstrations, too, and T made some sale promotions—higher trade-ins, special sal 
But by and large | couldn't get a high enough ind just plain heavy advertising. He had 
percentage of sales to pay for time spent in ome Succ but not nearly as much as he 
setting up home demos, either through door expected 


to-door ipproae h or phone call Not to men 


, Factory Offers Promotion 
Mon, 


#€ course, the expenditure of mone 


involved in setting up and tearing down When the Maytag Co. of Newton, Lowa, 


demonstration machine ipproached ‘Trachta with a promotion 


l'rachta’s four stores always had Maytag through his distributor, Maytag Southwestern 
washers hooked up for demonstration Ad of Dallas, the dealer was willing to listen 
vertising pointed this out—in small type—but The manufacturer had put on what it 
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LOADS of dirty clothes, in this case one family’s curtains, were put through the wash cycle for prospects by salesmen and distributor’s men 





called a Washarama in two small towns in 
Iowa. It was highly successful. The next 
tep was to attempt the 3-day mass demon- 
tration promotion in a metropolitan market 
ind ‘l'rachta agreed to try it out 

“Maytag believed we could sell at least 50 
washers, probably more. Though I had my 
doubts, | was willing to go along. The deal 
was simple: Maytag offered to provide all 
necessary essentials if I'd buy a carload of 
merchandise. My costs would involve only 
half of the advertising plus furnishing a 
washer as a registration prize 


Simple Promotion 


“The unique thing about this promotion,’ 
continues Trachta, “is that it’s such a simple 
one. Maytag furnished a kit of pipe so that 
10 washers could be hooked up in operating 
condition outside of three of my stores. At 
the fourth store, where we ran into space and 
other problems, there was a washateria next 
door. Since it used Maytag equipment, the 
manufacturer used the washateria’s equipment 
and paid them for each washer load 

“Maytag also provided balloons, coffee and 
donuts. They made an arrangement with Dr. 
Pepper Bottling Co. for free soft drinks by 
agreeing to use the name ‘Dr. Pepper’ in our 
ads. Pipe and hose installations were handled 
by Maytag Southwestern’s service manager, 
Jim Hebert, and by our own servicemen 

“The whole idea of the mass demonstra 
tion Washarama was to invite people to visit 
inv one of the four stores, wash as many loads 
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t inted free of charge and to have 
tt la pop and donuts on the house 
ting. Children were given free 


Daily Newspaper Ads 
In te of inclement weather, good-sized 
ime down in answer to daily ads 
vhich started with a full page in San Antonio 
i the day before the promotion Fol 
vere of half-page size. In addition, 
number of people were attracted by 
th utside display of 10 washers lined up 
in f it of three tor with balloons and 
nal signs surrounding the displays 
Sin ill stores front on well-traveled roads 

) Vas Con iderable 

\ lothes were being washed, Trachta’s 
ilesmen and sales representatives from May 
tag Southwestern were on hand to give th 


ind help close sale Prospect 


il losely checked on the model 
i th preferred ind ince all wer 
hooked up, they could try out their preference 


vith a load of « lothe 


\nother nice thing about this promo 


tion oints out ‘Trachta, “is that prospect 
ot lance to see other Maytag appliances 

is the Hotpoint line we carry. We 
lo everal sales other than washers and 


ld a few dryers along with the washer 


Registration Cards Used 


\ rospects filled out registration cards 
fo free washer that was given away at the 
end t the promotion hese cards had 
pa for questions about prospects’ present 


ippliances—if any—and for what appliance 
th inted next. In this way, ‘T'rachta had 
ver 1,000 leads to follow up by phone 

None of the ads listed prices. This wa 
i yurposeh lhere wa no point, observe 


lrachta, in trying to ompete with other 


\\ vanted prospects to se the demon 


tration first reate their own interest in 

Maytag washers and we wanted to be abl 

t iles pitch to their reactions—be 
f entered into discussion 
Prospects Had To Wait 

Sin prospects who brought clothes down 

I ishing had to wait, there was litth 

loubt about their receiving a sal pitch 

\\ price did come up or the prospect 


interested to the point where sale 

ld bring up the price themselve 

t vere told, for example, that the 

iH inder model washer retailed normal] 


I . 195, but for the time of the pro 
{ ould be pul hased for $212.9 
ide or $217.95 without trade. Sin 
t ustomarily wa priced it $219.9 
trad l'rachta still was able to secure a 
it markup considering he bought 
t handise at a lower load price 
| t i, of ( ile * trade en 
) hf 
| the deal point out, pro pect 
t duct stor i demonstration 
eal’—all of which made thx 
Nl ‘ i int ippl ince 
\\ t i ot i nded ia 
» t lrachta w isnt fini hed e}l 


i a half-pa 
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id offering discounts on the washers used 
in the promotion. A number of these were 
old—each at $197.95, but with $5 added 
for delivery hus, a slightly better than 


25 percent profit was m ice 
Prospects Now Know Maytag 


Suffice to say, those who did not buy 
went home with a good product story on 
Maytag and such peopl likely wall give 
strong consideration to the line before they 


do purchase As Harold Rigdon, Maytag 


. 


DURING wash cycle salesmen like Harold Rigdon, 


Maytag Southwestern promotion manager, thor 


oughly explained what was happening to clothes 


PLUMBING hookup, says dealer Trachta, was rela 


tively simple Pipe was hooked up to two-inch 


mair Trachta’s servicemen made connections 













































































Southwestern promotion manager, port 
out 

“These people not only know the Mavta 
storv. Better vet, they have seen the Mayta 
machine operate with their own clothe 

I'rachta, the manufacturer and his di 
tributor learned some lessons from the pro 
motion, not the least of which is that it 
far easier to bring people into a dealer's store 
for product demonstration than it is to 
They'll listen to 


no problem of 


ipproach them in the home 
vou more readily and there 


Continued on page 


CLOSING attempts were made inside the 
store, not on the sidewalk. Prospects were 
lured in by coffee, free refreshments 


FUTURE soles were insured by registrations 


for free prizes. Visitors were asked name, ad 
dress, next appliance they intended to buy 
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COLOR TV SPECIALIST 


Arnold Greene of Norwood, Mass., is a television specialist... specif- 


ically, a color TV specialist. That’s where he puts all his merchan- 
dising effort. Here’s what he does and how he does it 


RNOLD GREENE is a mall’ retailer 
in Norwood, Ma uburb of Bo 


ton i perate Arnold Greene & 
( i television sal md operation 
ch he established a vear ago last Decem 
In its first | nonths, th ompan old 
ist ed and contracted t ely 1O1 
tele 1 rece! 
Ih) i 
hua th ! TT pt i 
i ban Arn ( 1 retailing bucket be 
i fest tan 
iit \ | tit } hare 
kK and whit ut { his bab It 
that t rait thi that h 
fist 
ic form Rayth j ha tems ft 
in fia i nan thin ibout 
iy th past i | to insta t i 
t. h to st t. ho | 1} la 
! But mo nportant ian t he ha 
learned how t ( it, and Hin i product 
hat high i st iow im demand ind 
ight in aweb of m on ept n prejucd 
morance and apathy is no mean trick 
I've found just one way to move color.” 
(ree uid that by home demonstra 
tion, ‘This is a product that t to pro 
itself. Sorn people have neve heard of it 
Some have con maladjusted sets running 
Others have been told it’s overpriced and un 
perfected, and that it e ott the market b 
next week. A fat lot of good talking to th 
people will do, ‘They've got to be shown 


Greene, whose enthusiasm for color TV a 


but matches that of RCA’s David Sarnoff 


has made all of his sal through a 


ia imple 
ouble demonstration techniqu The first 
lemonstration take plac In a Spex illy out 
i of the store Attendance is by the 
t inf na f invitation 0 isual that 
(rec OKS ON TIS 4 tors a TOS pe t 
lves merely guest 


i console, | ’ 


artinoned off trom 


nop Hoppin preci a l ind door 
| | i 
Viewin nalit sa ntrolk 
Ihe set egula hecked { erfect adjust 
PAGE 52 


nent Light ng is low 
ubdued 


hor daytime 


vattage incand ent 


oft and olor-true and glarel 


demo window are he ivily 


irtained against sunlight, which may wound 


Diack and white picture but absolutely kil 
10 
light though y try to make the tore 
nonstrat j t ind to have a few loose 
j (,reen i Uh enough inte 
! 1 | it if pap t once 
| ( p i if rt } B 
nd that, it tough to make a | pe t tee] 
itil if i with an ¢ xpensi tel 
ti Ih best place to demonst 
I 
t it in the | ng room ol 
ire trying to sell it t ind that vhat 


Aim for Home Demos 


So, with the initial demonstration drawin 


t Ose (,recen hoot fo 1 free hom 


rospects home where its full entertainment 
value will be re 


netr vill 


ognized, and where its cab 


uddenly be en as furniture 
ither than a mere box for tubes and circuit 
In the store remark the gen 
iV vhat color r\ ] In hi living 
vhat it can be to him. Also 


] 


’ 
will mect COLOr 


Green 
tleman 
room, he'll se 


is whole family when it goc 


nto his home on trial, and every dealer know 
that a couple of eager kids and a wife can 
nng mor il pressure to bear on a gu 
+} f ] , 


han a platoon 0 esmen 
It during black and 


iat the dealer lays the groundwork for most 


vhite ervice call 


of his color sale Hie has passed a mental 
iw never to leave a service custome! 


} 


; hous 
menthionimn olor Often, the u 
} 


tomer will DIN Up a recent program If it 


happened to have been simulcast, Green 
inters with “Sure, I saw it in color! 
thre istomer fails to pro\ ide an opening 
nbit, Greene begins talking color on h 
vn hook. Once color comes under discu 
m, Greene talks it with animation, but 
presses for a fast ile. Instead, he work 
toward tting up a double demonstration 
first in the store, then in the home 
When th t demo has been staged and 
ond i the offing, Greene makes 


ire the home trial installation will be prop 


intennaed, selling the prospect a nev 

intenna if his old on 
In thi ise, Green irgument (if ars 

nent be necessary ) 1 So you lon’t keep the 

color set ou'll still need a new antenna to 
t the best out of your black and whit 


Naturally, the antenna he 


inadequate. 


installs will be 


ym vel] uited to both color ind mono 


hie mic rr epti i vhich mican i 100d q i 
unit with broad band characterist 

When he get th go-ahead 1 a hom 
demonstration, the retailer tim lelivery and 
installation ft the t to coincid vith a 
olo program, Since tain color show 
markedly uperior in produ tion to th 
he aims at t )p calibre program 

Greene allows the set a 15-ninute warm 


up, until it’s fully stabilized and its co 

become natural. Then he puts the show on 

the au At thi 

each for his hat and walk out 

night” and a “Hope you like it 
Not Arnold Greene. He anchor 


point inother dealer might 


with a “Good 


” 


himself 


by the et and proceed to point up the 
naturalne of colors and flesh tones, the 
detail and clarity of the picture. Several 


times during the program he detunes the fine 
tuning, throwing the color off into straight 
black and white, then floods the 
color again, telling the color ‘T'\ tory with 
twists of! In effect, he 


onducting a dynamic demonstration within a 


creen with 


two dramati 1 dial 
demonstration 

I'he color TV promotional program of 
RCA Victor distributor, The East 
ern Co. of Cambridge, Mass., calls for the 
manufacturer 


(Coreen 
low-end $495 table model to 
be used as a home trial set, because of it 
relative portability But 
dea During hi 


Greene has other 


nitial talks with the 


t, and in the course of the in-store demon 
trat ! nak ta point t ad ( hich 
r th half<lozen models h tock iptu 


interest 


home demonstration 


Sh hypothet illy, by installing th 


nd | M? I'he guy ma‘ like it vell enough 
ind decide to vy it instead of the more 


set he iked in the 


vu 
: 
] In the 


expensive store 


, ’ ' 
econd place, what's more logical than show 
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COLR 
MBOREE 


PROGRAM 


6 Jl 
fer wed 10 yo sales trainer, 6 a telephone solicitor, 7 in-store display material, 8 this man’s color demonstration truck, 
c J [ | ib j 9 literature and prize-drawing blanks, 10 direct mail girls, 11 RCA installation crews, and 12 home demon 
7 ‘ if { j Station sets 
. 4 ™ “oF 
HOW GREENE'S DISTRIBUTOR HELPS SELL COLOR 
G i“ r I'V distributor is the East 3. Working from the retailer's mailing list, di reen size of each entrant's black and white set 
i f (Cambridg Ma New England t utor per onnel send mimeogt iphed letters to lhe distributor loan 1X olor table model 
in ind television distnbuting firm Ny ustomers, inviting them to watch colorcasts in to the retailer for use in making home demonstra 
\lan St t, president of the distributing the store during Color Jamboree Week. A_ pro tion installations dunng and after the promotion 
xpect percent of out im of that week olor shows accompanies each Ihe dealer delivers and pick up the dem { 
i dollars to come from color sales to letter Ihe dealer supplies the letterheads, and hile RCA Servi Company installs them at th 
& ' he imecrease in or pI the kastern Cv take ire ot mimeographing astern Compan expense 
ting from NB¢ recently voted ostage and mailing. \ color television mobile demonstrati 
i carly doubl th + Ihe distributor n through with 1 gene! tl k rented | the di tributing hi nt 
ind fra tandard i o-op advertising packa including i two-pag the dealer for an me might of his ¢ r jan 
it i gernihcantly ! paper sp! id to kick off the promotion vher Lhe truck quipped ith ¢ Cl ind 
lastern ( is developed a “Col kKly papers are in d, this is broken down foot telescoping antenna, ¢ pre wns a 
| \\ t tional program for RCA to two sing] pag ids, One appearing im idvan ewed from outside through j ed ido 
\ i t d tl ! lor ! ict t th otl durin t i ll a itl d f th W I hve placed on 
i 1d own il Villuin if la fa tan nd t id ots f hibit 1a supermarket parkin ea th 
\ t t p d pi tl | ript | dea i t hel itrathe | it i 1 fown 
{ | n tte and ) th nedia he may fa i 1 \ telephon howtor furnished the dea 
} t | ist n oO! | ii airplan tream the dist She Il th hy t rt 
i d th mot } lastern th lea " t at half h ld | h phon invitations t ittend 
t t iw t,t da ind p ia drawin den tration ith to r the d ti b 
| uns the dea mad hi taged in nyunction th the Cr lambore Ih astern (¢ ompan th deal j 
Con n i required to vist th tore to regist i wat mmnick hy ( b ham 
if } i ind labor t | 1} dra na tak i it th nd tf th i my dust t oO if " ther trath 
{ | d is | | it th t i j niet na i ma pp akers and sup 
t f f t k ! itria pick t ! Th tra ninnited f itit ! i¢ fold nad 
t ith i t th i il mdan , t ! 
t t th icapest | Phe man ! It not a {On i navin thre peo] 
if ted ugh I tah i hom itch | in th wh hom (;1 i 
( ish it it good sen no tt t ible t ittord on ath here the | it in relation to thr 
t t } nost ike tc ta rt pert ! 5 | win nethin huryity Dut at least it na house n 
have to take out 1) t iaif-wa 1 th | wipe ind it ng room, and that vii jor TN ot 
k ft t to ind 1 place vith erally sticks.” to be demonstrated to mak ile 
sometinn it npossible for Greene to Ju t as demonstration in the neht atmo 
nal iown a home « nonstration within a ie ind under th oO! t condition 
Sell Up from the Start : ; : ' . 
aa or the fo emo | t the oN nol 1\ 1CAICT mcat poor! handled 
! » Ie unable to determine th ool and kill the ’ iF vil iffers her own comonstrations are hi poison setter a per 
} 
t I Greene wont instal living room, playing host for an evening of mn doesnt sce color at all, than to see if 
t Be darned if I'll start off iewing on the Greene's own color console ctl a trated, Gore | 








ELECTRICAL MERCHANDISING—MAY, 1957 


PAGE 


THE ELEMENTS of the Eastern Co.’s Color Jamboree promotion include 1 services of the ad manager, 2 a 
giveaway color set, 3 newspaper ads, 4 giveaway traffic builders, 5 services of the program's supervisor 











ARRIVAL at a prospect's home is timed to 


coincide with a color broadcast. Greene 





allows time to get set perfectly adjusted 


Color TV Specialist (cont) 


( jreem pet ex imple ot poor demonstration 


ima jor demonstration staged not long 
the high-trathe television section of a 
Boston lepa tment stor Phi i wding to 
(,reen vas litt hort of a merchandising 
iste 
Damn it | rire th et color bach 
it least a i around here when th pulled 
that one Lh had about a dozen set 


lugged in on in unpartitioned sal floor halt 
big as Yankee Stadium. ‘Uh hdn't both 
to step down the fluorescent lighting and that 
ished out the ws on the one or two set 
that happened t 1 idyu ted right The 
let the ones that were out of whack keep right 
nb running that wa 
It was mia murder hie mi tinue ind 
erybody and his brother must have seen it 
I'm still trying to sell against it. Some peopl 
laugh Gut loud when | mention color. ‘Color? 
they say vhat color?) No thank I saw it at 
Blan incl it stank 


The Skeptics Are Tough 
I know | wuld sell some of these kep 


tics with a demo or two iys Greene, “but 
thie ce been so beautifully de-sold that they'd 
never hold still that long. They don’t just 
think color bad, they know it, becaus 
hie een it coming through that way with 
the own ¢ Ih make our job twice 

tough, burst w e got to convince them 
that what th iw wasn't col I'V at all 
nuit just the pieces that were left after a team 
if ncompetent tu men and qui k-buck 
7 handise t wh Then, if we 
1h ve win th it ft tart ! i" itch 
incl ft tk ll them a t 

But | etail operat iren’t th mn 
ulty parties G , ums de-sell color b 


Continued on page 





GREENE'S DEMONSTRATION TECHNIQUE AVOIDS SLIPS 


UNLIKE many demonstrators, Greene doesn’t leave 
when program comes on. Instead, he sticks close 
to set and points up features during colorcast 





GREENE'S COUNTERS TO 
COLOR CRITICS 


Ihe retailer who’s ti ing hi best to sell color television fin mself 
pitted against as sales resistant a group of consumers as ever ba led 
the market of any new product. ‘They move in © lentl bbing 
iwa it color with any number of erroneous idea ome OF ¥ 1 ar 
pretty fantastic. It’s up to the dealer to hang in there, countering vith 
patience and log here follow samples of the more ci n pre 


Thhitia ( 


CRITIC: 
COUNTER: 


CRITIC: 


COUNTER: 





] 
in which prospect engages dealer 


“Buy color? Sure when it’s perfected.’ 


Right now. color’s probably a pert t as it's going t De 


is perfect as black and white was seven o1 eight rs ago 
lhen, manufacturers used to vie with each other t uild 
the best set. Now, quality’s secondary to pnce, Ih nT 
trend has already started in color, with one big manufac 
turer announcing a less expensive set which admittedly 
von't be up to the quality of a standard color receiver 
I'he same old hand writing is on the wall, only this time 


it writing in color 


‘Sure, color’s swell, but everyone can’t drive a Cadillac. 
I'll hold off a year ‘til prices drop like they did with 
black and white.” 


It isn’t prices that have dropped in black and whit tele 


vision as much as quality. As soon as they had it perfected, 
manufacturers were off in a derby to find the mass market, 
the price market. They cut the number of components, 
found cheaper, less durable, lighter materials (have vou 


lifted a 1948 table model lately?). But the effect f these 
have been minimized by corner cutting developments such 
is more sensitive tuners and the aluminized tu id th 
fact that T'V stations have gone to full power. len years 
1 good quality table model sold for $375. Today, the 

me set would cost at least $495 (if you could get it), and 
that’s exactly what color costs. If you wait for r price 


EASY TUNABILITY is demonstrated during the pro- 
gram. Greene deliberately throws set out of align- 
ment to show how easy it is to get back in operation 
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SERVICE CALLS have their own careful procedure. 
Greene concentrates on pleasing customer—in 
addition to servicing the set 










vaiting for qualit 







CRITIC: “I'd have to buy a special color antenna, and they’re 
expensive.” 


COUNTER: | 





your antenna works well with your black and white set, 







monochrome 





ou a snow’ 





picture you need a new on 







invway. 










CRITIC: ‘Il saw color TV at Kelly’s Shamrock, and it was as bad 
as their bar whiskey—the weirdest colors you ever 


a“ 







saw. 
COUNTER: Whit did you expect Technicolor? Kelly's a tavern keeper 
He can’t be bothered learning what the few knobs on a 





olor set are for. Besides, if Kelly did take the trouble to 


idjust hi et, some waitre 





or pt irl diver would fiddle it 
Kelly's is for drinking—your 


for watching color television 







ut of adjustment in no time 





] 
HVINY TOOTH 1 







CRITIC: “A hotel in town has a color set in the lobby, but for 


all the color you can see, it might as well be black and 
white.” 


COUNTER: Did vou ever go to 


it dusk—and sit ther 







1 drive-in movie a little too early—just 
trying to figure out whether the 
iow was in color or not? You couldn’t tell at first, because 
there was still too much sunlight reaching the screen. Same 
thing happens in the hotel lobby—so much light that it 
vashes out the colors on the TV screen. At home, vou 

in regulate the light for television 


ust the way it ought to be 









just the way you like 





} 

















CRITIC: “Color service contracts cost too much. The sets must 
either be lemons or awfully hard to repair.” 

COUNTER: Color service isn’t really a expensive a black and white 

vice In color, the ratio between the cost of a factory 


ist of the sct is some 18 percent 
ywer than it is in black and white. Sure, as a unit 







incl the 





i olor 





iG 
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to drop, too, in all 


tll be itisfactory with your color receiver. If it gives 


COLOR BAR generator substitutes for colorcasts 
on set in Greene’s window when there is no pro- 
gram. Generator produces colors on screen. 


CRITIC: 
COUNTER: 


CRITIC: 
COUNTER: 


CRITIC: 


COUNTER: 


CRITIC: 


COUNTER: 


CRITIC: 


COUNTER: 


while.” 


INVESTMENT of about $600 was made by Greene 
and partner Ralph Lord in special equipment for 
servicing color sets. Some he made himself 





factory service contract costs more, but service contracts ar 
1 form of insurance, and who ever heard of an insurance 


mnpany that didn’t raise its premiums with the ilue of 


the insured property? 


“Think I'll wait ‘til | can get a set with a larger screen.”’ 


Don’t hang by your thumbs. From some 10 years of black 
md white manufactunng and development, the lanch 
tube emerged as the peopl choice Although a larger 


color tube may be 
has taken the 


produced in the future, that indust: 
| 


hint and standardized on the 





“A guy has to have an EE degree to run a color set.”’ 


\ color receiver has the same controls as a monochrome 


et, plus a knob for color and a knob for hue Nothing 


to it 


“If it’s so good, why did another dealer advise me to 
keep away from color just last week? 


either because he doesn’t know how to install it, demon 
tarte it and service it, or because the manufacturers whose 
brands he sells haven't been able to come up with a sati 


factory color receiver 


‘1 heard you have to put power regulators on a color 
set to keep it from going out of adjustment every time 
the refrigerator goes on.”’ 


Ihere he is again—the dealer who can’t handle color, selling 
against it for all he’ But now he’ 
If your house is adequately 


; worth s getting ridiculous 
wired, color television will 


coexist peacefully with all the appliances in the book 





“There aren’t enough color shows on to make it worth- 


Not a 


one color show, generally two or three 


ingle day in any month goes by without at least 
, often a 
five. These represent most of the major program 


Wiahy 
that are 
Many more are coming, and in the 
color ‘T'V is compatible 


id iptable to color 


meantime 





rights Back 


Despite a smaller department, fewer salesmen and less real 






selling, The Fair is doing a $1-million a year business against 
rough Chicago competition because it, like other department 


stores, has learned how to meet the customers’ demand for price 


By TOM F. BLACKBURN 


PEALE world returned to the shopkeepin f a department store id to be 34 pe 
| t f Abraham Lancoln la nt on plan th were not getting 
1 ciscountm ime mto the a 10 than vercent margin It took a 
pictur md nowhere has it been t | of ira to give the custome 
ent than im the department stor O pe nt off. and trv to stay in busine on 

t is bargain, bargain, bargain ove the remaming | 

f ne person in 
t 4] t price if quoted to him Middle West Situation 

It has become an overpowering temptation Actuall Chicago and middle-west dé 
th int t the ustomer to get all h partment stor vere forced to meet their 
Lhe strate of the market discounting competition or close up appliance 
th ospect to believe h department lhe management realized that 
i: much higher discount than h ipphance helped pay for their delivery ser 
With th unateur competing ice, brought im eight to nie percent profit 
fessional, the professional usuall on time payment sale ittracted trade to 
the store through advertising. Moreover ap 
ly 1 igo middle-west department pliances rounded out the store claim to 
{ eceime how thev we losing busine giving complete service Long considered 
discount decided to join them, It wa the cheapest place in town to shop, depart 
la d on, th ost of operation ment store management felt that the time 


56 





ESSENCE of selling methods required in 
today’s market, say department store 
executives, is simply: ‘Here’s the list 
price on the white tag. Here’s our 
price.” 


A Department Store 


had me to fight for that reputation 

So department st management decided 
to fight fi vith fi equal the pr of 
the di mt hou ind still give th 
tomer the convenien ot departm nt st 
hopping habit 

I heoretically, a prospect comes in toda 
department store in Chicago ind asks t 

a certain make refrigerator 

Two Minutes to a Sale 

\ polite ilesman points t the price tag 
nad j Thu " the manufacturer § list 
price on this model. Our price to you } 2 
p nt i or blank dollar No ile, but 
he ha quoted 1 price ind given her tw 
minutes of his attention 


Whereupon she repli I think I wil 
© out and see what X gets for this model 

We can save you the trouble, madam 
his is X’s price on this item. We had him 


hopped this morning 


Phi the wav thing ire upposed t 
happen along Chicago's State Street It be 
comes a bargaining attair The customer 
pays the list price unl he knows there i 
i lower price Ihe cagey salesman frequenth 


offers her a price which is five off list, 10 off 
or even 15 percent. He know the situation 


being a_ professional Ihe customer, a 


imateur, does not 
If the prospect is obdurate there are othe 
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APPLIANCES at The Fair now occupy only 2,500 square feet as compared with a pre-discounting 7,500, but 
good displays still predominate and the department's $1-million volume is final proof of overall effective 


f 


nes ] po Ly 
th that can be eliminated. lor examp! 
I’here is an actuarial expense of po 
/ ice which can be deducted Phe 
ile f a trade-in can be taken off. But 
not eI ne desire to get down to th 
ire bones of horsetrading kor them, th 
ilesman is agreeable 
How The Fair Works 
It n this discounter’s world that Joseph 
H. Millstone operate is head of the major 
ppliance department of Che Fair Depart 
ment Store It is hi sth year in mercantil 
usin ind Joe is the dean of State Street 
ipphan merchants in the department tol 


held In what he does with the de partment 
he has the backing of J. P. (Mike) Hansen 
resident of ‘The Fau 


We knew we would have to get along 


with ve litt] profit for a while if we met 
mpetition,” he said On the other hand 
ve knew the store—all department stor 
have a number of departments which are not 
profital but are required to ist for the 
ik f unding out the stor operation 
A st make nothing on work cloth 
it +) percent on gloves, ribbons, and 
the W hat yuunts is th i i th 
H +] tore had on tl iscet 
| ( lest houseware hie 
irt id thousands of istom ha 
nac habit of coming in for yea 
It is {1 I 0 to |] )U00 tim 
' tome 
I] major appliance department ha 
I veal ym the ixth floor, next 
hin houseware and light fixture 
+ Th tore ha ilwar handled well 


known } of appliance Irigidaire, West 


never drifted into longer-profit 


ngho Kelvinator General El trie Speed 
; 


on refrigerators, 
pe rcent on wash 


dryers, 0.7 percent 


] 
revolutionizing a department to meet 


tore operation and profit 
are hypothetic il 
typical of what a department 





SHRUNKEN department makes it necessary for 
J. H. Millstone, appliance head at The Fair, to 
show colored appliances with color tabs 


to face He begin yy demandin 1OQ } 


cent advertising cooperation—thus cutting ex 


pen ibout thre percent Ile insists that 
th distributor warehou th tuft vhich 
runs around five percent Ile asks the di 
tributor to make deliver figured at four 
percent He gets rid of rvic vhich run 
round four percent Lotal, 16 pe it 
Given as discount, if n it £U per 
cent, passed back to distributors, 16 percent 


his way, the store is breaking even 
On the a t sid ire eight to nine per 
cent return on time payment 1 lot of trath 


Continued on page 6 


SPECTACULAR demonstrations used to be common at The Fair, but three salesmen remaining from 
original force of seven rarely have time to stage them 


























Dealer Joe Adair of Wichita Falls, Texas, gets 60 percent of his 


volume from demonstrations in the field. That means he derives 


300,000 


from Home 
Demonstrations 








46 Vio T the product in th ini iven §$ by the management 
J Joe Adair of Adair ILlectric Co., in kach salesman follows up the placing of 


\ iita bal Lexa ind chance | apphance in the home If it’s a washer 

mal i Sa for ex unpl the ilesman must mah an 

Phis th las paid off f \da ippointment te ne out and do the tamily 

Ile do i 100 i Ipphance | vash himself If it in electric range, li 

i { I li i ittributa t n 1 home < nomist t th iouse t 
! Strat k the tam nea 

| t 1 t hi plarne Lhe eight ilesmen are divided int tv 

| j that i j tra hift mad k trom | 1 mn one la T 

t t et the apphance in the hom | noon the next da four of them on the 

floor at one time This allows outside call 


ill cla of the veck 
| in j t j 
es aosiehatthhlon : al he Take Along a Trailer 
man i Ada ve found Although many lead ire gotten th l 
that ut p ent of m nom demon idvertisin ph nie ills and in-store | ospect 
it i il th no ip] ! the majority of demonstration ut f n 
en in pla n th hom th old turkey calls in a neighborhood W he 
i] I'm ung to t the urve 1 neighborhood, the men travel 
1 to pa ilesmen rol | nm pai takin vith them the to ful 
ionstration Ih 1 addit line of ipplian es on a colorful trailer. Thu 
th reent mmission on each gro instead of tryin to sell prospect fro i 
ind p a the park vhaich help italoguc ilesmen imply invite th t 
\ | il to LOO ul 1 dem ynstra ct the produ t it thei front door 
ith S emen share in the Prospects a usually impressed that 
tt mn It the ( ilesmen a lead ive taken the time to bring the appli nce 
if t j i | strat 1, th t thi neighborhood and are rateful 


Continued on page 





Adair's program works because } ERR 


salesman every time he gets a product 
in the home 
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ADAIR keeps his salesmen constantly 
fired up with sales meetings and 


sales contest 


SALESMEN con get into prospects 


homes because f ersonality ads 


make them fan ar to customers 
EVERY home demonstration is a real run 
down of an appliance’s capabilities made 


by the salesman 








SELLING TAPE RECORDERS 


Berman Radio of Boston uses cheap units as leaders and is will- 
ing to cut prices, but once they get a prospect in the store they 
go to work with specialty techniques that give them an aver- 


age margin of 30 percent and annual sales of over 400 units 


By BILL McGUIRE 


éé | é nothin t list! ivs How ent t tay re a DUSIN is ™ 
\ \ ird A tter neral manager of ored im its displa id it tock At each 
Berman Radu Compan radio t the two outlet it LOO re i 
t mn mnt house vhich doc in cx pt n hand—t i tl " 
eptional job of merchandising tap recorder n the floor n the stoch mM 
In at two small metropolitan Boston Primarily a ‘TV dealership, th ympan 
Berman Radio dor i total dollar vol in om handisin fou 
ime of close t 0,00 Last year, th » sold 100 for $15,000 the first vear. ‘To 
hrm id some 400 tape orders for about i Berman fast i [ | ) 
O00 In 19 Arbetter exp ts to move non 1 helping to offset falterin television 
OU unit for > UUU ile ind givin th busin i i in | 
Ihe extent t vhich Berman Radio ha balan ’ 1'\ i 1 ti 
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WHO CAN SELL TAPE RECORDERS? ‘\ stran it for you Still others are unable to view the recorder 
ind wonderful device is the tape order. Its poten is anything but a playtime gimmick. “Hide it in the 
tial } nsationa Sale tten by most john the next time you throw a party they advise, 
ipplia Yet it th ind the play back’ll give you a hundred laugh 
i bark f f What little luster this lame pit h has generally 
t t if ith i ri is the pro pect doc 1 bit of mental division 
ik omes up with a-per-laugh cost figure of $1.50 
Lh rte tilit t an f Says a Boston distributing executive, “With units 
ka ha than a priced to $2,000, and with their full value and utility 
yphia on the market. In the home, its ap bscured to the casual eye, true creative selling is the 
it ivriad; in comm ind industry, th only key to recorder volume [his means displaying, 
unlimited. But rare indeed the retail 10 tocking, advertising and promoting 
understands the tape recorde! 10 Teco 7 i Wherever the feature ind merits of tape recorders 
ind can exploit them into sal ire understood and exploited there tape recorders are 
Many dealers stock one or two recorde Just t being sold in volume and at a profit 
ha em around in case somebody comes in lookin his, and the following three articles of a series, will 
for on ‘he entire recorder operation of oth how it is being done by four different types of retail 
ts of a line folder tacked to the wall and a | hot ( i discount house, an appliance store, a high fidelity 
i pit h of, “Pick out the on yu int, an hop ind a camera store 


A DISCOUNT HOUSE 
MERCHANDISES RECORDERS 


Price 1 


corder 


primary l 


ile 


n Berman Radio’s tape 
the 
the 


; is basically 
blankets the 
under-$100 to 
S400 
Arbetter, a leader’ 
\ recorder selling 


Inc busine 


discount Pricewist firm 


ma market, from leaders 


od quality portables at 
lo general managet 


in unprofitable necessit 


rol s5 pull 1 lot of trath he i\ but 
it’s not the unit we want to sell [he mark 
up’s there, but quality isn't Breakdown 


ur, customers how], and radiation. which 


in do wonders for recorder sales, falls off 
While Berman Radio doesn’t exactly na 

its low-low-priced units to the deck, it sell 
up and away from them energetically, the 
distance up being somewhat limited by the 
firm’s frankly discount operation. Some lines 
give the store plenty to play with, at the 
ime time insuring it a good profit margin 


a recorder with a suggested list of 


lixampl 


$159.95 which Berman Radio can discount 
ibout 40 per ent down to a selling price ot 
>98, and still clear a good profit. 
Average Margin: 30 Percent 
Most of the machine tocked the 
tore have lk rubber their list rice 
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Berman's average recorder list is $160; its 
erage unit selling price, about $115. Price 


policy is to shoot for 30 percent If need 
be, the store will settle for 20 percent but 
on under this figure only to put te th in 
its much-advertised claim that “Berman’s 1 
never undersold The firm shops oth« 
downtown Boston store keep an car to 
the grapevine, and meets “legitimate” price 


ompetition dollar for dollar, according to 


Arbetter 


Not by price alone does Berman Radio 
merchandise tape recorders, though. Each 
of the company ilesmen has been given 


i recorder for his home use, with free ex 
change privileges to be exercised as models 
vith significant new features are marketed 
Intimate product knowledge thus gained 
makes it easy and natural for the salesmen 
to pitch utility and versatility to the store’s 
recorder market, which is nearly 100 percent 
residential 

Very few peopl Arbetter says, “have 
iny Clear idea of what a tape recorder will 
do If they think of recorders at all, it’s 
generaliy as over-priced fun machines, good 
for a few laugh Our object is to under 
tand the machines ourselves, so we can 
how people how tape recorders can work 
for them 


Story on Multiple Uses 
When the sales manager talks recorde: 


talks first hand He has several in hi 
home One used as an intra-family mes 
ige center, and very effectively, too [he 


\rbetter kids are much more apt to follow 
nom’s instructions, and with less confusion, 

n they're spoken, rather than jotted down 
1 a brief note 


[his recorder is also used in taping letter 


lose relative who lives in another coun- 


It gives the corre pondence a warmth 

tar beyond the reach of pen o1 telephone 
Mr. and Mr Arbetter use the same ré 
der to it remote-control entertain 
nent in advance for a sick child They’ ve 


LOW PRICES of units 


popul il phonos 


rate flip sick pi 


lend themselves readily to 


displayed in Berman’s Stuart St 
for tape recorder prospects, but the average unit selling price is $118 


Store are the come-on 


taped several hours of fairy stones, nursery 


and adventure tales Ihe reels are 


Then, mother simply 


one on the machine in 


bedroom, and goes about her 


corder is used by the Ar 


i cChild’s sickroom through 
] 


particularly effective when 


one floor, the child on 


of leaving these ideas at 
hares them with his sal 
them along to prospects 
Radio Co, tape recorders ar 
lso pushed as logical and economical replace 
record player Salesmen present 
ra-modern instruments which 
obsolete record players by doing all the latte: 
100 other things.” Even if a 


: 
lely in place of a phono 


out, it ll save its owner 


ingle roll of blank tape ($1.59 


ike the equi ilent ot 30) 


iph record sick 


the pitch people who 


music from radio pay no 


il selections (beyond u 
to get them ind are per 


ollection compl tely to 


without having to pay for second 


Phonograph record lend 


ipe recorder Owners mex 


TLS K ire idl On WAX 


most dealers have tound 


men demonstrate, too, but never 
picking a pr recorded tap 


ing if a spin 


Individual High Fidelity 


developed his own technique 


demonstration ind slanting 


individual prospect Hi 
xpenicnce has taught him 
dislike treble sound pre 


ome viile men are partial 


DI ng Working at 





home, he has tailor-taped a library of demo 
reels by taking selections off FM radio and 
re-recording them through an amplifier tuned 
cither to treble or bass. In demonstrations, 
treble tapes are played for men, bass tapes for 
women. Thus, successful demos for the class 
of recorder propects Berman’s serves are pra 
tically assured in advance 
The ever spreading influence of high 
fidelity is a factor here, Arbetter believes 
Nearly everyone has heard of hi-fi: hardly any 
one knows what it is. But music played en 
tirely in the range he likes is often “high 
fidelity” to a recorder prospect's untutored 
cars. Arbetter has recorded other demo tap 
which smack even more of hi-fi, because ot 
in unusual depth of tone, In these, a near 
echo effect is attained by taping a single selec 
tion on two recorders at a time variance of 
1/10th of a second, then playing the tape 
through a mixer and into a third recorder 
Arbetter is convinced that the success of 
iny tape recorde! operation over the long 
haul hinges on customers’ understanding of 
the machines they've bought. From this 
come satished users; from satished users 
comes radiation Arbetter creates such an 
atmosphere of satisfaction through under 
standing by holding evening educational 
classes for recorder buyers in Berman’s stor 
In discussing and demonstrating the fea 
tures of recorders, and stressing unusual but 
utilitarian applications, Arbetter leads hi 
tudents” to reahze the full potential « 


their machine In addition to forming 


fraternity of tape recorder boosters, this pra 

tice help cut the rate of recorder reposs 

ions, Which he terms “exceptionally high 
“The guy who buys a recorder on credit a 


i gunmick, and never advances beyond that 


tage, gets sick of the machine im a coupk 
oft week md dor nt Brive i darn whether i! 
reposse ed or not the Berman executi 

1 “But the man who knows all that hi 


corder can do for him won't risk losing it 
Arbetter characterizes the incidence of tay 


corde ervice callback i nip! te! 


Continued on page 90 


SELLING UP and away from the price leaders is the technique used by manager 


Howard Arbetter. He 


salesmen tell a multi-featured product story 
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vent 


on-off switch 


microwave timer 


stirre 











door switch 


power rela 


COMPLEXITY of an electronic range shows up in this schematic 


drawing by Westinghouse 


high-low switch 








browning timer 


wave guide 


reactor 


magnetron 
filament 


transformer 


plate transformer 


The Electronic Range: 





What is probably the greatest single advance in the art of cooking 


that we will see in our lifetime is already here. 


Here are some 


answers to dealer questions on how it works and how it will sell 


By ANNA A. 


i t t timate that anywhere 
tre nN | bye ld 
| 
Ih | hi | 
| i th itest i ! 
in n tl t Kin that il 
ur lifetirne | ! hanutact in the 
iiclust t that ituall microwa\ 
ook ill it tablishe 
62 


NOONE 


| 


king habit And for the pecialt deal 
vith vision, the time is ripe to look into th 

iting new device and to take an active part 
in pioneering if to t onsume! 
rom the start, whv 


troduced l) 


builders were enthusiast 


nm first models were in 
lappan 1 the fall of 19 

Re il ¢ tat devel 
pers were quick to sce the idvantages of in 
talling an electron inge im their new 
housing de lopment to draw crowds to each 
In Philad Iphia New Jerse. 
ind Sa 


new Opt hill 


Detroit, Ohio ramento, to mention 


MAY, 


A Revolution in Cooking 


i few ite 


tronic range 


installed el 
s, crowds flocked to view the new 
cooking wonder, and what's more the hou 
we're old 
In the 


tore ind specialty dealer 


wherever builders 


we are told 
meantime, progressive department 
throughout th 
ountry have kept pace, holding microway 
cooking demonstrations in their range d 
partment lo date, however, these rang« 
ire being used mainly as traffic builders to in 
cas iles in other lines of ipphan ( \t 
the end of 1956 it wa timated that ap 
proximately 75 percent of all sal vent t 
retail outlet 


cle iles rol 


department stores and specialt 
impling and demonstration, an 
> percent went to builder 

SINCE the 


model, five 


introduction of the original 
well known manufacturer have 
General Electric, Hot 
point, Kelvinator, RCA-Whirlpool and West 
Raytheon builds a Radar Range 
l'appan, Hotpoint, Kel 
Westinghouse and RCA-Whirlpool 


nnounced model 
inghouse 


for commercial us¢ 


vinator, 
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HEART 01 on electronic range is the magne- 
tron which generates the food cooking micro- 
waves. 


POWER PACK converts 220-v alternating 
current to 320 milliamp, 4800-v pulsating 
— direct current for magnetron 








ire in production and have models in th 
hands of their entire national distribution 
ct-up in every major market across the coun 
= 
General Electric electronic range is not 
t on the market. However, a model is 
n a nationwide tour of the principle cities of 
the United State where it 1 being demon 
trated at fairs, home shows and the like 
In an endeavor to clear up erroneous un 
ons about electronic range marketing 
ins, here are answers to some questions and 


bjections raised by dealers concerning thi 


Dealers won't get much of this business. It 
has to be “built-in”! 


thi not a fact. All ompani vith mod 
oduction have available two t pe i 

t I ind i tack-on In tallati n of tack 
no more technical know-how 


1] ] 
1 to install a free-standing el 


All that is 1 quired is a yvire 


vice, th ime as is used for regu 


How much will installation cost? Who 


does it? 

Inst ion costs a included in the retail 
Sin the i m pt il involved 
tion problems, the dealer or hi helper, 

MORE> 
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Electronic Ranges are Being Produced By 





WHIRLPOOL WESTINGHOUSE 








KELVINATOR TAPPAN 
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The Electronic Range: ducts that h 
in wa or iif t 
. . . thirt Cd t 
A Revolution in Cooking inited produ 
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loo much consumer education needed! t »270 
ti the’ electronic rang mple 1 One manufactur 
ite j t } of i etail p it] 
foods, and selecting t tvpe cook 0 category bef 
tite ive t t tf important 1 drops to this figus hi 
quirement Ah hould shov I vill soar to 
i mM ! f T new electron) 
, , What It Is 
( i¢ with man 
rit romat ! hye ce} t nl ni 
Retail Prices too high! ( or mi 
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IATED Ch cdrumstich 
i t j \ nportant in the roasting 1 
i kit th r heat on th oast 
fast th iT wt peri \ pe ial electrom 
T i | that icat’ thermometer hould 
the fast temy ft egist degre le fo lb 
vast hen n d from the oven 
than the donen desired at s j 
! ta I tim Aol roast ill ist up 
) deere 
t t i t In meat ting th perfect ut 
t the f tea i rolled beef ml i boned, rolled 
t 1] im becat f the uniform hap 
t th Vlost accommodatin for m 
i t t i ive penetration 
¥ ; Some Foods Come Out Different 
im and lraditionall ‘ expect certain 
1c | tra I ds to be brown That first layer 
. 4 n th ike which comes out off-white 1 
lef t in quite a shock This is not impor 
tt in hou tant if the cake is to be frosted 
it But the homemaker lik 1 golden 
Drown ust It ma be that we 
vill accept lelicat un tan im 
} th I it ome product | know girls who 
t the meta have worked out combinations of 
ix { t food coloring for painting on a fin 
it ish. ‘The chefs often use an ¢ 
tal t t t im wash. And, of cour there 
th d stand-l Kitchen Bouqu 
’ . ' x Speed Is the Marvel 
tect 11 bi lect ! cooking 1 » speed 


found myself running t 


t o1 | ) alum } pu With a bacon-and-tomat 
! yy t mW indwicl th bacon ready be 
t as smooth as p fore you can get the bread buttered 
vill be no arcing | 
‘1 Uh Leftovers Have Fresh Taste 
| ne | 
! t b nd Letto ite he ited ) qui k 
ee tee 


Like all oth hredenck H 


Ravtheon Mife Co 





Brooke, Jr manager! Rada 
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Ze Range Dept upplier of 
t twenty-five « the microwave power pak units for all present 
pioncer ta makes of electronic ranges except General 
hitia es high Electric, in a recent speech described micro 
nce etailed for VAV( OKINZ a follow 
1 sets avera Mi i ooking is the use of nigh 
old tor a n trequ n energ vhich, when it penetrate 
t x a ft certain material ind food me of the m 
dition teria it like best) create heat thin b 
4 drifted d i molecular activation 
17> lo make electronic Ok vorh ou 
er pak al need a generator of this high frequen en 
[he best generator known in the in 
yredicts that electron: dustry today is a magnetron tube which take 
not ich the 0 t high iItage in at one end and send ut at 
if nce the p the other end microwave cnerg\ it 2450 
he predicts that megacycl ‘his energy flows like light trom 
000 or 30,000 a ve light bulb. It has to be mitained im an 
ven so it will not es ipe int pa In the 
What It Does oven it will be reflected from the metal il] 
oo} by high f It r not like certaim material uch as 
7 thi ne kind hina, plastic, paper or gla It will go right 
A that transmit through such material vithout ein oO! 
1 t flecting them, but it will find food It 
Continued on page )4 
th ha th fl r just ( 
foods. Refreshes bread in one min 
ute; it ll have that just-out-of-oven BETTER HOMES AND GAR- 
tast Mashed potatoe have i DENS’ food and equipment 
just cooked tast j editor Myrna Johnston used, 
One of th ljustments is th on electronic range in her 
Ica of Kin ne food at a tim own home 
You ili hea |! like to fill m 
oven At first you want to put in 
t thy item but after you 
- feel of the oven and it pudding, whit it the en 
cc ou drop the old ideas an of 30 to 60 secon Ihe first st 
pproa | OkKiIn 1a new wa 1 must 
Many foods need no turning. | here are a good manv n in 
xample: 1 found a thick, frozen MIS USC thawing dog food on 
und beef path oks thorough ath poodl vot for Lhe head of 
in three minut no turning ur garden department \ fast 
quired, Barbecued nbs are a to steri} oil potte 
minute specialt With th plant Exciting for pop on in 
erved baked potato Indian con paper bag Perfect for meltin 
roasted three minutes, right in th hocolate and + Heats classe 
husk. I tossed reen salad, and babv food in nds. Mal 
for dessert had 1 ream with ut-of-this-world jam in a jiff 
chocolat iu md fluffy mon Just as the automatic washer ane 
ike. This meal is a minut ryer made an incident of hon 
front-door-to-the-table snap wend . the electron in 
Frozen Meats Take Longer nak 1 incident of hom 
\ - ill inal er ! It 1m rtant vnen 
: , eon = msider that there a Tr 1 
ut minut f1\ minutes t ’ 5 
1OTL WOTRKIT ! ! oes 
the pr ind, f | l'rozen meat ' ind one-third of th 
the n \ om 1 the fre er ca omen work t | inl 
take ibout : ent long here 1 metl iw about bein 
minutes per pound, A 16 pound shle to serve in a iffy a roast. bak 
turk vill need nl A) minut otatoc ind th food that 
No more gettin Up it SIX os t naril require mg COOKINE Lhat 
put on the Thanksgiving bird nlease ll worki mother 
Electronic cooking — take Ove , 
ome of the usual t p of the ran (From a talk made to a women 
bs. For example: Sauces and pud roup at a recent meeting of th 
dings. We must stir a mixture like Edison Electric Institute 
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GOOD MANAGEMENT [Neotel ith mel. ecete) ai. ic) FAMILY LIVING 
























If yours is a family that just naturally 
stays with you — doing homework, watch 
ing TV and sharing the news as you get 
dinner, you'll want to make room for this 
pleasant living in your kitchen plans. In 
remodeling an old house with plenty of 
room and to spare you can bring them all 
into the kitchen alongside your work 
space. But in new building with space at 
a premium, you'd better open up your 
kitchen to the living room, shielding the 
work centers from view, but designing 
the two areas as a continuous and unified 
whole 























Today's new gourmets who are discover- 
ing the great pleasures of really fine cook 
ing (and eating) will want to plan kitchens 
where they can make the most of their 
new skills and serve up their chef d'oeuvre 
in a proper setting. An extra big prepara 
tion center with hard wood block and 
marble pastry slab, plenty of shelves for 
herbs and seasonings, makes the center 
of their plan. Beside it is a fine range with 
at least six burners and a hood from 
which to hang, chef-style, the polished 
pots and pans 


Women who manage their households 
with the orderly efficiency of good busi 
ness will want a kitchen that provides for 
all the different household operations 

one centralized plant where they can 
launder, sew, mend, plan schedules, order, 
take inventories and keep their records, 
in addition to the regular three-meals-a 
day routine. With a back-to-back plan 
for kitchen and laundry equipment, care 
fully figured space planning and double 
duty counters, it’s all possible in an aver 
age kitchen 












































A New Approach to Kitchen Planning 
































1m Steel's Kitchen Planning Book offers consumers some new ol _ unl | In se vay = hen | vhich 
Wi provide pace or tamil ving or «x 
ideas on planning which will affect retailers’ sales techniques imple, the author tells the reader to “ ‘corner 


the kitchen work space using two Vv ills and 
free standing peninsulas of equipment to 
create a dead end out of kitchen trafhi 


PT AMHE illustrations on thi page are repro 1 lot of outdoor cooking or entertaining Mrs. Wheeler's booklet (which is beim 
| duced from a new consumer booklet on Another may be a gourmet cook Around published by U. S. Steel as part of its Call 
kitchen planning that may well have these and other types of family life Mi for a Kitchen Styled in Steel promotion and 
far-reaching effects on the average housewife’ Wheeler has created several basic types of which will be available to both consumer 
yproach to the whole subject of kitchen kitchens—which, can, in practice, be tailored ind dealers—see EM, Feb, '57, p228) isn’t 
modeling or original construction And to meet the physical facilities and budgets of is exhaustive or technical as her full-scale 
nv such effects are sure to be reflected in the house and the purchaser hook, but. it detailed and_ informative 
kitchen selling technique She has, in effect, gotten away from the cnough to give a lot of housewive orn 
Ihe ideas are those of Virginia Har: tereotypes and rigidities of kitchen planning ood ideas on kitchen planning. In addition 
Wheeler, a long-time kitchen consultant and While she uses the three basic work center to “Guide Lines to Help You Fit the Kitchen 
designer and a graduate architect. She first ommon to any kitchen (refrigeration, sink to Your Famil mad examples of application 
idvanced them in a book called “How to ind range he denies the validity of the of various types of designs, it includes a page 
Choose, Plan Equip and Decorate Kitch old ukase that customers “were upposed to on basi planning principle ketch ind 
en Abelard Schuman, Inc., 1956), which know all about the square feet of storage descriptions of the various types and size: 
eated a substantial stir among many lead pace required for the range, the exact height of appliance ind cabinets available, in 
ing home economists and editor for proper pan storage ind the maximum formation on floor coverings, lighting and 
(he first important characteristic of M1 distance you could allow between sink and viring, ventilating and air conditioning, 
W heelet ipproach is that she has thrown refrigerator In her tips to kitchen plannes cecorating, a section on “How to Get What 
ut the time-honored practice of thinking of he lists some startling “don’t Don't You Want 1 page on financing method 
kitchens in terms of a U, an L, a broken | he sa tart your plan with a sink under nd, finally, a check list of the factors that 
1 corridor which is fitted to a given the window; it can go anywhere Don't line make for good kitchen design 

pact vithout regard to the needs, habits or ill walls with cabinets: use what vou need in Since | S. Steel is offering the book free 
ustomers of the family for which it was pre the right plac Don't keep everything 11 newspaper ads and supplements and on 
im designed under cover open storage | decorative and I'V to consumers who take the trouble t 
Mrs. Wheeler starts with people. Different practical.” vrite Kitchen Planning, U. S. Steel, Pitt 
familie ive ditterentl One housewif Na Ihe booklet I urs mt tell the burgh 0), Pa or to ask their local deales 
like her family around her while she work reader how to design a specific kitchen for a for it, a lot of American women are bound 
Another may hate kitchen chores and can’t pecihi hous What Mr Wheeler does to get some new ideas on kitchens and 
vait to get out of the kitchen. Anoth« nay is to explain and substantiate the prin ple kitchen dealers may well get some mportant 
ve musts of a house where the family doc of designing a kitchen to fit various t pes nev technique to sell them lend 
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APPLIANCE ROW in Rio de Janeiro got that way because Brazilians like to compare models and prices without a lot of traveling—which is difficult. Stores, are 


Brazil's Galloping Appliance 


Despite government restrictions nearly every appliance is sold on = '*t- Brazil now has about 60-million peopl 
in a land territory that is considerably bigger 


time—10 percent or less down—and almost nobody ever defaults. than the United States. While population i 


lum 


Add the fact that the consumer group is increasing 15 percenta year (“18 AU a rate Of © per yeas ~ 


group of what Brazilians call consumers (about 
and it’s easy to see why South America’s biggest country is off to a 20-million) is starting to grow at a rate of 
15% per year. Ihe reason for this is that 
Brazilians call a consumer “that person who 
buys anything other than mere subsistence 


running boom 


material 
But there is a big difference. Manufactur 
ers of the above brands tell you that in Brazil U. S. Investment: $1.2-Billion 


you either get in and manufacture locally o1 [he minimum wage was hiked nearly 60 


1 write the country off as a market. Thi in 1956 and the rush to ipplian e stores f 
Phil ; is just one of the things that mak« ipphanc 


tl 


lowing this was described a omething near 
tinghouse all well di dealing in Brazil different from most of th the Christmas rush You can 
You also Brazili ther South American countries, where ip 
brand cl i inax, Walita and otl phance 


ee more and 


more items “‘made in Brazil’ as the industrial 


§ are mostly imported boom in Sao Paulo forges ahead. U.S. com 


equally well displayed Moreover, the market i 


ving incredibly panies of all kinds hav » far pumped more 
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AMERICAN brands are much in evidence in Brazil, but unless they 
are made in the latter country prices are likely to be on a fan 
tastically high level 


WINDOW SHOPPING for purposes of price comparison is a favorite 


Brazilian occupation 


High price of appliances is apparent in 


such items as $85 American transistor radios selling for $300 


%* 


lumped together in a small downtown area 


Market 


than $1.2-billion into Brazilian enterprise 
A}] thi makes 


put into appliances and other 


for more people with money 


Onsumct 


items that only ten vears ago were con 


Kuri only for the very rich 
n item like 
the vere practi il] 


ept in the 


vashing machine len 
unheard of in 
ipartments of foreigner 
f thi rrahno bigshot 
vashing machin ill mad 
timated te +) OOO unit 


iles in 196] 


being made 
it off com 
vernment 
pou it 
iwree that 
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CREDIT sells everything and customers often com 
mit themselves for as much as 25 percent of their 
monthly income. TV and blenders are big sellers 


By PETER WEAVER 


McGRAW-HILL WORLD NEWS 


from now on only manufacturers with full 
cale operations in Brazil can hang on to the 


growing market 
One-Step Distribution 


Nearly all appliance dealers in Brazil bu 
directly from Wholesaler 
have no function in the distribution of appli 
to keep on top of Brazil 


irkct iles have to be 


manufacturers 


ince lor dealer 
umed at families m 
midd] inkl low i income group mah 
I than SU lOHaTS per month 
They do thi blanket of 
umer credit. Credit | razil put apphance 
dealers on the map and next 
ome of them off the map 
When the 


restrictions on importing luxury item 


ear it might put 
What i 


ermmment put heas 


h ippe i 
ing is thi 
name} 


iutos and ipphan ( to try to stem runawa 








BRAZILIAN brands, like this modei made by Bras 
temp, include typically American features ‘like 
door shelves and cross-the-top freezers 





inflation and bolster the dollar trade balance 
i bunch of local manufacturers mushroomed 
Business was terrific. Now the 
turned oft 
much in the same manner the dealer 
turn off 

t. ‘This was done to stem inflation—but in 
flation i Meanwhile, the 


ire faced with going into the 


into existence 
government has consumer credit 
would 


i loud radio program in a display 


till rambling on 
dealer banking 
busine or gomg out of busine 
Dealers tell you that this year 
cftorts will 


Man de iler ha ‘ TOW up Ona ile 


marketing 
cparate the men from the bo 
boom 
in the same manner that auto dealers in th 
U.S. blossomed after World War Il lo ti 
ract the credit squeeze manu 
ive offering to take red 


of dealer 1 job whi 


minting of 


done by the bank 


Continued ¢ 
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OPERATION New General Electric 


BIG TICKET 





to get your full share of 





Realistic Big Ticket Plan, available through 
the help you need—from 


" ODAY’S astonishing kitchen appliance market, with its 
heavy trend toward complete kitchens, is big, booming 
and begging for attention. 


Its surface has barely been scratched. 
Now Big Ticket comes up with a complete program of 
all-out assistance to let you capitalize on this opportunity. 


Now you can sell the most wanted line of complete kitchens 
practically on a shoestring. 





We're not asking you to swallow that whole. We want 
to tell you what you get on Big Ticket—from beginning 
to end. 





First of all: realistic financing. Big Ticket begins by giving 
you the most effective selling tool in the business—a spar- 
kling General Electric Display Kitchen—on credit terms 
available through General Electric Credit Corporation. 
For instance, for as little as 10% down, you may be able to 
put a display kitchen on your floor. That’s a// the inventory 
you need. Your General Electric distributor supplies the 
units you sell as you sell them. 





How do you pay for these sold units? Under its Work-in- 
For as little as $180.00—a 10% down payment you may be able to put Progress Plan, General Electric Credit Corporation will 
a G-E Display Kitchen like this on your floor. And that’s only the beginning. finance your total outlay for major appliances until your 


Read these pages and find out more! customer's kitchen is completed and accepted. 





You sell without inventory! Your General You sell the most preferred line in the busi- You sell the most pre-sold appliances! 
Electric distributor supplies all appliances ness! Independent surveys prove General Wherever you look—or listen—there’s G-E 
as you need them. Electric ranks first with women Major Appliance advertising. 
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sales plan helps you 


floor plans to finance plans! 


Now.. 
Credit Corporation Kitchen Modernization Plan lets you 


. about customer financing: New General Electric 


ell for as low as 10% down with less than typical monthly 
car payments spread over not 1, not 3, but 5 full years. 
To help you handle installation 
that go with it 


and get the extra profits 
your General Electric distributor’s factory- 
trained specialists will work day-by-day, step-by-step with 
you on selecting and setting up a complete installation staff. 
That’s only the beginning. General Electric distributor ex- 
perts will be at your service to help plan your kitchen 
layouts, color schemes, decoration, design. They'll make 
estimates, blueprints, supply color swatches, even give sug- 
gestions on painting and floor covering. 

If you wish, you can take advantage of a complete selec- 
tion of hard-selling mat ads, radio scripts, full-color promo- 
tion slides, and a full-length technicolor movie for use at 
women’s group meetings. 


And what a line of kitchens you'll sell! The General Electric 













Electric Display Kitchen. 
Liberal customer finance plans 


No inventory problems 
Electric distributor warehouse. 


Plans 


agar WN 


Most pre-sold line in the business. 


YOU GET ALL THIS... AND MORE 


1 Delivered to you for as little as 10% down—a new General 


up to 5 years. 


you simply order from General 


plus color, flooring, painting suggestions. 


the rich, ripe kitchen market! 


your General Electric distributor, outlines all 


line is years ahead in style, completely integrated in color 
and design, packed with more sales features than any other 
line in the industry. 

Think it over. This market features a high margin profit 
picture. When you sell complete kitchens, you're not com- 
peting on a single-appliance price basis. You're dealing on 
a service basis in the sale of lailored multi-appliance unis, 
And the man who can supply the service in this new field 
is the man who can get the sale-—and the whopping, multi- 
unit profil. 

The big beauty of Big Ticket is that it makes it possible 
for you to supply that service and still have time to do the 
sell. 

Add it up. This booming kitchen business can make a big 
difference in your career. Get in on the ground floor 


job you do best 


now, 
See your General Electric distributor—or send in the 
coupon. General Electric Co., Home Bureau, Appliance 
Park, Louisville 1, Kentucky. 


General Electric Company 
Home Bureau 


Gentlemen: I want to know 


Name 


Address 


Live Better... electrically 
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Appliance Park, Louisville 1, Ky. 


about your new Big Ticket Plan. 
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To power | 5 Volts 


supply 230V 












5. Repairing 


Control features and safety devices are the com- 
plicating factors in dryer service and a good 


job requires both knowledge and concentration 


Unfailing oncentration 1 demanded <¢ 
ou here because it 1 frequent] nece 
to turn on and tur off the powe! everal 
times during a repair job lor example, at 
the tart you might turn off the current 
before removing a cabinet panel; you would 
turn it back on for testing; you would turn 
it off agam perhap to do the repair work 
then turn it on again to test the repaired 


circuits: if there is a risk of your suftering 


i shock or creating a short circuit when vou 
eplace th ibinet panel ou would turn 
the power off again ind, finall mu would 
turn on the power after fully assembling the 
nachine. Obvious} oO many turn-otts and 
' 


imm-on vould be onfusing if you didn't 


kKCep uur mind on what 1 1 wel doing 





Interior light 



























115 Volts 
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(Nov.), Repairing Automatic Washers (Feb., ‘57), Repairing Rotary lroners (March). 


EDITOR’S NOTE: Preceding articles in this series were How to Get Started (Oct., ‘56), Repairing Conventional Washers 


Electric Clothes Dryers 


return to your truck for 
ind it matters not whether 
with the 
toddle in 


» rf you must 


ivone el is in the dryer 


little tvk« 


TOOTH 
ye curnou na\ 


ibsence, however brief—be sure 


I ul 
t ua reful to lea I lj part 
ed 
Vi er. it 1 i id idea te iSk oul 
tom tactfully to keep children awa 
t m in which vou are working 
f t re allowed to watch, even from 
regarded a a ife distance, the 
i in radualls ind eventuall 
t nea the pe nt YY dange If a 
t it 7 t em different ft ul 
t elab rate ll th f ightfu po 
ntialitie but merely explain ilmly that 
ou must uncover live electrical parts and 
u hiet oncern is that th hildren do 
t hurt 
| our own safety, too, be sure that the 
‘ off before you put either your hand 
tools to bare electrical part And 
f t use extremely short prod r tip 
l test imp lead that it will b 
np ! t i of the isulated tip 
t t pall t term nal In other 














words, you ry ¢ 
tect yourself not from shock, but 
from painful and possibly disfiguring 
which uffer should 
ertenth hort circuit 

lL herefore 
hast] 
ness—at 
thoughtful 


ng with the 


onl 


you might vou 


create a 

keep 

penalty fol 
least 


ind methodic 


evel before you 


thoroughh 


il manner of 


until i 


higher voltage become 
nature 

And for a 
to this 
0-volt appliance 
keep th 
m review thi 
tudy of range 
weight 
commands a large lump of 
ittention—and it should—tak« 
thought that the rest of the 
tory will be duck 
ontrast to the 


eding 


much a been 


what ha 
point applic 
it might be a good 
that 


portion of it as you 


installment handy so 


up the and water heater 


If thi 


implic ation 


introduction and _ all 
heart in 
drvei cCT\ 
Indeed 


di cu ed in 


oup for you 
ipphance 
installment drvyet ir 
imple in construction and 
trol feature 


ne make to 


their design il little 


another 
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Components and How They Operate 


Basi Operating Parts. Excluding the ex 


haust system and the controls—which 
hall discuss under eparate heads—we might 
iv there are but four basi operating ub 


issemblic they are: the heater, the blowe 


the cylinder, and the motor 

In operation, the clothes are tumbled in 
th viinder, at about the inne peed a 
that used for washing in a. tumble-action 
washer, while the blower forces air, heated 
by the heating unit, through the clothes to 
xpel the moisture from them 

Motion is conveyed from the motor to th 

hinder, im many make hy i belt « 
the ratio of whose pulle provides the r 
quired speed reduction between the mot 
nad the cylinder Ihe blower, which i 
usually driven at the same speed as that of 
the motor, 1s also belt driven in some model 
in some others, it is installed at one end of 


blower fan 
haft 

Iixhaust System. In most mov 
through a lint ti 


fastened ad 


with the 
to the 


the motor 
ectl motor 
cl cxhaust 
iT passe ip before leaving 


the machine bhis device onsist m 
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A { ! i i 
tH I it ed in 
ynbinat I f tract the 
i tu ! t } entin 
ine itilated 
T 
Operating Control yin t of these 1 
the singie-d it vhich the user ma 
elect d f neth » t 
the nit tl if lhe factor 
itin then maintain 
i ita t it il u yf 
th i t t the 
\ 1 ruil ! ! top the 
tim hoist ‘4 ' , | oo] 
the WW tat iin r the 
thre 
Both iv-motored time 
ha he ised it me are built the 
main heating circuit vitch while in other 
i relay heat switch tuated elsewhere in 
the machin n which i ml the relay 
ircuit for heatin vitched by the timer 
See Fi 
In anothe cle 1, the u may chor 
not only the time, but al ne of several 
formpecrature ch viich ( rarded j 
most suitable f i particula up of fabric 
\ third tvp if it tem emplo 
uftomat -ordinat rort timer and thi 
t t mostat ¢ ninimize both th 
iting temperat i t] length of the 
le. With this type tl av select on 
| il fab a il ich as del 
ial, or hea i ft lial to suit 
| the machin Vil hut off aut 
t nmediately th ithes are dry 
thermostat ranged that it 
I th tem) itu if the exhaust 
tinguished f{ nder tempera 
tu ts timer mot energized onl 
vhen the heat tu ff by the thermo 
tat lle tim na m the control 
diminish mor ipidiy tow ird the end of 
th vcle as 1 off peno f the heater 1 
of longer duration than that preceding. for 
iporation progress th lothes not on] 
ibsorb proportionate! heat while th 
machine heating, but a tain it longer 
fter the heater has shut off. biguratively, we 


hi ha I i I ik shure to com 
’ ' 
pier i cle if a batch of lothe dri aDnor 


nially tast—as, for ex un ple i very light load. 


lor d mp-drying (¥ hen the user wishes to 
mth lothe immediate ifter rem wing 
them from the irvel thi tv ontrol] nay 
i eta I i definite time limit to achieve 


I I ik fluffin Ii 
us ' 
\ With r th nod 1 sprinkler 
tl ! i l t Z th feature 
t i it in the cle the bottle 
; ; ' | ryt nias 
l l lapped 1n Lact 


uit that i held lo d br ! pring-| ided 


vhich presses against the belt so as t 


forbid heating if the machine belt loosen 
break i plug fuse, interposed in one pole 
| I | 
! the mot ircuit which usually is the mm 
ce as that serving the relay circuit in ma 
hin vhich use a magnetic relay for the 
heater; and ad vitch hich will shut off 
t} ot i | tey 1 toy , 
Hoth mo I Hidh PCAC mid uth I} fil ill 
terior light simultancously when the loading 


door is opened 

Other Features. Many models are equipped 
vith panel lights and a germicidal lamp. A 
few featur i air freshener i chambe 
through which intake air is drawn where it 
picks up the aroma of a fluid placed therein 

Combination Units. A combination wash 
er-dryer embrace ill the conveniences of a 

isher and a dryer—both fully automatic—in 
the one appliance In operation, this ma 
chine will, at the close of the washing and 
damp-dry period hift automatically into a 
final drying cycle, making it unnecessary for 
the user to transfer the washed damp-dry 


lothes from on ippliance to another. Obvi 


ously, this dual-purpose machine contain 
ome part ind subassemblies common to 
both Wa her ind di CI ome of whi h cive 
1 double purpo In addition to those, a 


vasher-dryer ji equipped with a condense 
whereby moisture is extracted from the humid 


iir leaving the clothes so that the condensat 
in be flushed down the drain 
Do not ittempt t rvice thi type of ma 
chine until you have studied the wiring dia 
rams and the service manual for the mak 
n hand and not even then unless you have 


been authorized to do so by your employ 
or his supplic An automatic washer is one 
thing, a drvei mother. but a combination 
unit must necessarily have intricate control 
ircult each make having its own per uliari 
ties, and nothing could be more foolhardy 
than to plunge blindly into trying to repair 
one of thes¢ 

Actual experience in servicing both wash 
ers and dryers, however, will serve as invalu 
ible groundwork when you do take the train 
ing offered by the manufacturer for a spe 


ontinued on page LOE 
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Entrance switch 
ond fuses 


Lighting 
fuse pone! 





Lighting 


circuit 
Lighting 
circuit 


Dryer 
sofety in 
switch and > 
fuses 


Series 
tester 





Oryer terminals 


FIG. 2. A portion of a dryer supply circuit. This 
sketch illustrates why you must not use a Series 
tester on a dryer which is connected, even though 
its safety switch has been opened. Note that if 
you were to touch prod B to any wire leading 
from the dryer’s center terminal, you would cre 
ate a short circuit 


Bus neutral 








FIG. 3. A common type of fused safety switch 
used in dryer supply circuits. For a quick test 
at this point, touch the lamp leads first to ter- 
minals A and C, and then to B and C. If you 
wonder whether power is reaching the switch 
test 1 and C, then 2 and C, for occasionally you 
may find that a main fuse has blown 
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\ On moder 
xors:* \ 


\ vefi9"” DULUX” meets the exacting requirements 
of today’s topflight manufacturers 


LEADING APPLIANCE MANUFACTURERS know that durable 
Du Pont DELUX Enamel is a finish of consistent qualit hover 
hipment of this fine finish measures up to the same hi hy standard 


And that jist conve of thre Hn portant Costecultiny 


S16. v.s. ea! off 


Better Things for Better Living... through Chemistry of Du Pont qualit 
iles-winning advantayes that DELUX offer 


“DpULUX’’ ENAMEL Constant research by Du Pont chemists has resulted ina finish 
that ive more rugged resistance to Chipping cracking cratehin 


mid stamun \ppheation costs are lower, too ithout sacrittee ol 


America's leading ——\ 
qu slit ippearanes and dey rdabole je rhormanes 


home-appliance finish pl Lt \ keep it flaw ippearanes iftes eul ol constant tse 
in the home—ecolor tay colorful and white tay bright. Its ea 


O00 sjor home-appliance unit: now ' 
Cleanability and resistance to wear bielpy Dovid the comtinued Customer 
i with Du Pont DULUX Ename 
itisfaction so vital to the eee ol any appliances bine No onder 
E. |. du Pont de Nemours & Co. (inc _), Finishes Div, Wilmington 98, Delaware omany of todas top hit spp mee manufacturers use Du Pont 





DELUX Finishe 
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| 
An appliance retailer's guide to women, No. S&S: DEMONSTRATION | 





























































































































To sell women—demonstrate! 


As much as in appearance and price, women are interested in what appliances 
will do. So don’t let your appliances stand around doing nothing! 


Hook them up—get them operating. Then as you talk, your woman 
customer sees more clearly what each appliance does. She’s sold 
more easily. (One salesman bakes refrigerator cookies, serves with steaming 


coffee from an automatic pot. T'hat’s graphic demonstration! ) 





When women actually see demonstrations they’ve read about, they’re highly 
impressed. So thumb through Ladies’ Home Journal’s appliance ads 





for other demonstration ideas. Always play up your Journal-advertised 
appliances. Nearly half your women customers read the 


Journal. They believe in the products advertised in its pages. 
; I pag 


The world’s largest magazine for women... fed ()| RN | 


No. @ in circulation * No.@innewsstand sales * No. @ in advertising revenue 
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Join up! 
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in the fabulous ’57 


A) Whinkpoot 


at 7) g WASHER-DRYER COMBINATION 


It’s new! ... it’s different! ... and just one demonstration 

will convince every prospect that this new way to wash is much 
better than in other washers-dryers! Show them how clothes 
are circulated through a constantly filtered, powerful stream of 


Washing : 
plus 


sudsy water. Show how Filter-Stream 


aves water 


uses only enough to saturate the clothes, 3 gallons to wash a 
big 10-lb. load! Then, show how this action automatically tailors its 
thi 


and you'll sell it every time! 


gentleness to fit delicate or regular fabric. Show newest, most 


exciting advancement in washing actions 


Extra Capacity — washes and dries a 10-lb. load! 


A Full-Size Washer and a Full-Size Dryer and only 33 inches wide! 
Tempered-Heat Drying for softer, fluffier clothes! 

Built-in Lint Filter screens out objectionable lint, fuzz! 

Built-in Heater automatically maintains proper water temperature! 
Built-in Bleach Dispenser automatically mixes in bleach or bluing! 


Saves Up To 50 Gallons Of Water with each wash-dry load! 


RCA WHIRLPOOL Home Appliances 


Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


It’s easier to sell RCA WHIRLPOOL than sell against itt 


Use of trademorts A ond OCA authorised by trademert owner Bodie Corporat on Amer 
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in the fabulous “57 


A) Whinkpoot 
AUTOMATIC WASHERS 


2-speed, 2-cycle washing 


When you demonstrate this ‘‘gentle action” you'll get sales And demonstrate this faster ‘‘normal action’ that thor- 
action! It’s a special slow speed for modern “‘synthetics”’ oughly — but gently — washes work clothes and “‘regular’”’ 
that gently washes even the most delicate lingerie in fabrics just right . . . with a choice of from one to 14 
from one to four minute minutes washing time. 








j 
a / 
<4 7 


& | w o>. 


A MINUTE | A MINUTE 


all these additional selling features 





¢ Built-in Suds-Miser™ that ends costly waste of soap ¢ Illuminated Electric Door Release that makes load- 
and water ing easier, 
e 7 Rinses — most thorough known, yet uses less water e Automatic 3-Temperature Water Selector with 
convenient fabric guide. 
« Free-flow Draining that pulls soil away from clothes e Ultra-Violet Germicidal Lamp that helps destroy 


not through them common germs, freshens clothes. 


« 9-Pound Capacity saves time and water, means e Automatic Spin Stop when door is open another big 


fewer loads safety feature. 


RCA WHIRLPOOL Home Appliances 
Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


Join up!...It’s easier to sell RCA WHIRLPOOL than sell against it! 
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the only lint filter 
loading or unloading iMallies 


Demonstrate and sell one of the most-wanted features in automatic 
washing — the Built-in Lint Filter in RCA WHIRLPOOL washers! Show 
prospects how the fine mesh screen catches and holds those objectionable 
particles of lint and fuzz — screens them out of wash and rinse water — 
works full time, with partial or full loads! Point out that because this 
lint filter is built-in it is never in the way — and there are no “pans” 
or gadgets to fuss with. Demonstrate how this unique washing feature 
provides “‘lint-free” clothes — and you'll sell more RCA WHIRLPOOL 
washers than ever! 











Ycrmes 


has oth: GB ond RCA authorised by trademod e 








aDanaeGeESz 





(Companion model available for use with humidifiers.) 


SELL MORE DEHUMIDIFIERS 
—MAKE EXTRA PROFITS 
WITH THIS AUTOMATIC CONTROL 


Set it—forget it. Turns on de- 
humidifier only when needed, 
Bendix calibration scale per- 
mits exact setting for accurate 
humidity control. 


You'll sell that dehumidifier faster 
if you recommend and sell the 
Bendix * Hlumidistat alone with it 


Lhis Humidistat makes an efficient 
dehumiditier—en- 
level 


It's as neces 


instrument of a 


ables the user to set the exact 


of humidity he desires 


sary to proper humidity control as a 


thermostat is to proper heating 
After all, you couldn't sell a ther- 
mostat which merely permitted 
“hot” or “cold”’ settings. ) \pproved 


by Underwriters’ Laboratories, it is 


> 


FRIEZ INSTRUMENT 


DIVISION 
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wtG. 0.5. Pat 


the only 1957 model with new Cali- 


bration-Knob setting—the Bendix- 


designed feature that makes accu- 
racy possible in se le« tion ol desired 
humidity. Operation of the Bendix- 
Friez Humidistat is simplicity itself 


The de- 


14%° 


Suggested retail 


Once it's set, it takes over 


humidifier operates 


only when humidity 


exceeds the setting on 
the Humidistat. Need- 


le 88 Oper ition 1s elim 


price to give youa 
inated, And the new a 
big profit margin 


model's handsome 

gold and silver case blends perfectly 
with just about any decorating 
scheme. Write today for full details. 
Bendix-Friez, 1471 


Baltimore 4, 


laylor 


Maryland 


\venue, 


ye 
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92 Washers in Three Days 





housewife. It also 

of the store, it 
personnel and the other appliance 
in the store. Perhaps more impor 
tant, it eliminate 


in posing On ad 


issures Cx posure 


the need of pay 
olicit 
appliance and 


ing a salesman to 1 demon 


tration, install the 


then take it out. Consequently, a 
dealer has more leeway to be com 
petitive in price—if he has to be 

ind still come out with a good 
pront 


1 Or 2 Loads Is Plenty 
\ 5 


to advertise urging people to bring 
down as 


ond lesson learned was not 


many loads of clothes as 


they want. Oddly enough, it wa 
discovered that people really inter 


ested in the washer brought one 


or two loads, while others were 
hauling down as many as 10 loads 
One or two is plenty, Trachta be 
lie ince it doesn’t tie up all 
our washer hould a sudden 


crowd of prospects materialize 


Third, don’t try to close sales in 
front of the store by the washers 
loo much noise and distraction 
Bring prospects inside, give them 
coffee (if you haven't already) and 
make them comfortable before get 
ting down to brass tacks. Of course 


ou do have to k ep them around 


the washer for a few minutes to let 
them observe the machine's opera 
tion and features in action. But 
don't try to clos iles there 

Fourth, there was no real need 
to offer a free washer. You can 
till get your prospect nam Ihe 
riveaway helped, naturally, but 
l'rachta wonders if it was that 
much of a factor. He doesn’t think 
» but admits the situation may 


varv for other dealer 





AIR. CONDITIONS, 


CONTINUED FROM PAGE 51 





Installation Problems Solved 


Last but not least, Maytag and 
Irachta got installation Ie 
Plumbing problems unique 
stores’ locations were solved 

of the had 
1 4-inch main where a 2-inch 
By offering to 
pay an adjoining drug store’s water 


Ome 
Ons 
to the 
lor « 


only 


xample one COTE 


main was needed 
bill for a month, Maytag was abl 
to tie in to its 2-inch main. ‘Though 
involved with installa 
tion, another problem was faced at 
one of the stores where lack of 
tore front might have prevented 
placing of 10 washers 
the adjoining 


not directly 


However 
establish 
ment was a cake shop, so by offer 
ing to buy all of its donuts ther 
Maytag was able to string out the 


business 


10 washers between the two store 

Installation and other problems 
in different ways for dif 
says Maytag pro 


George 


will arise 
ferent 
motion 


dealers,” 
manager 
but by being alert and checking 
ll possibilitic 


(wen 
most dealer in 


overcome cuh hie idache 


Plans To Do It Again 


Doc frachta plan to demon 
trate en masse again? 

You bet | do I’m gomg te 
pull off thi promotion several 
time 1 year, complete with free 
cottce oda pop, donuts and bal 
loon Phe expense is not i lly 
high. Refreshments can be held 


under $50. Advertising is up to 


the imdividual and usually 


Pipe can be pu 


rat iler 
Call be co-oped 


chased one time and used over and 


over again. Plumbing can be han 


dled by my own servicemen. It’s 
1 simple promotion but a highh 
r~icce ful one ; End 
er 
aa 
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“YES, THE BIG MONEY IS IN 
RCA VICTOR BIG COLOR TV!” 


suv ys 





IN ATLANTA, GA., BOB SHELLEY SAYS IN CHICAGO, ILL, ROBERT BENSON SAYS 
“We put on an all-out drive for “We put color sets in salesmen’s home 
color sales . . . boosted volume 58°; !”’ now they sell color like they invented it!” 








IN LAKEWOOD, CALIF., CARL VOSK (right) SAYS IN UPPER DARBY, PA., MORT FARR SAYS IN FRAMINGHAM, MASS, JOHN DE COLLIBUS SAY! 
“Daytime color demonstrations boosted “We use color programming to build “Color TV sales twice the volume 
our color sales into big volume!” whopping volume in color TY!” of our black-and-white!” 





All over the country, dealers who push color are moving color. 
They’re opening up for themselves a whole new TV market—they’re making 
big new TV profits. And you can do the same! Call your distributor 
for your copy of the RCA Victor Big Color TV Sales Index Book 


for workable, profitable ideas on selling color. Call him today! 


A MICT 
RC, R 
Tbs) @ RAD RPORATION OF AMERICA 


RCA PIONEERED AND DEVELOPED COMPATIBLE COLOR TV 
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1. New! uniform cold in every 
corner — even the door 
An air circulating system 
maintains the same ideal 
temperature throughout the 
interior 
for finer food protection. 


ONLY 
ka) Whirlpool 





have all 23 
important selling 


2. New! ultra violet rays combat 
taste and odor transfer 


Air circulates through the 


rays retards bacteria 
growth and food deteriora- 
tion helps keep food 
fresher longer. 


even in the door 


2 appliances in 1. . . a big automatic defrosting 
refrigerator section plus a separate true zero- 
degree freezer 

Completely automatic defrosting . . . hardly ever 
any frost yet it doesn’t vary refrigerating 
temperature. 

Twin super-size porcelain enamel crispers 

hold almost a full bushel glide out easily, even 
when fully loaded. 

Big window fruit bin . . . holds up to 22 pounds 
tilts down for easy loading and unloading. 

Handy new meat keeper... keeps meats at safe tem- 
perature level, in convenient, easy-to-reach location. 


Proof... you’ve got more that sells in the fabulous '57 


Join up!...it’s easier to sell RCA WHIRLPOOL 


80 





3. New! faster, easier ice cube 4. 


service 


An easy press on the handle 
of the inverted tray instantly 
releases a shower of new slim 
cubes into the 8% lb. capac- 
ity server bin below. 


12. 
13. 
14, 
15. 


16. 
7. 


New! plenty of ice water in- 
stantly, automatically 

Press the control . . . Ice 
Water Tap* gives unlimited 
supply of cool, clear water. 
No special containers needed 
no running the tap. 





Butter compartment in door . . . holds 1 |b. 
keeps it just right for spreading. 


Egg compartment in door . 


. . Safely holds 18 eggs 
in handy removable trays. 


Cheese compartment in door . . . holds 2 Ibs. 
stores it under ideal temperature. 


Bacon compartment in door . . . holds 2 lbs. 


keeps it fresh and tasty. 


Deep roomy door shelves . . . hold big bottles, odd 
shaped packages, even half-gallon milk cartons. 


Full-width freezer basket... holds up to 40 pounds. 
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Kee 
P\y ake) 





ONLY IN 
5. New! ice trays filled right in- 6. New! food glides out into the RCA WHIRLPOOL 
side the freezer open 


’ 4" "J ‘ . ry. J] 
A simple, easy turn of the A gentle pull, and all the REI RIGERATORS ad ae 
Ice Tray Filler* control fills food on the shelf is within the Crisp New Look, as 
trays exactly, automatically! finger tip reach. Of rust- | modern as tomorrow 
Ends forever the muss and proof anodized aluminum, 


or : exciting convenience fea- 
fuss of filling trays at the sink. ... removable for cleaning. 


tures — and a model to fit 
the need of every prospect. 
Get the full story from 
your distributor. 


18, 2 fast-freezing shelves . . . freeze food faster, keep 
them safer. 





19, Freezer door shelves . . . tilt down conveniently 
hold odd shaped packages and cans. 


20. New super-size interior lighting . . . floodlights 
the interior. 


21. Choice of decorator colors . . . pink, yellow, green, 
and white. 


22. Advanced design Rotary Compressor. RCA WHIRLPOOL Home Appliances 
23, Complete 5-year warranty on hermetically-sealed Products of 
system. WHIRLPOOL CORPORATION 


*Optional at slight cost St. Jose ph, Michigan 


than sell against it! 
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COLOR TV SPECIALIST 


bad a Hl 


the Norwood dealer wa i fal 
h it cf lor pro pect until hie 
dropped into a cde it 1Ca 
Boston for a bite of lunch, and left 
his interest in color ther thi the 
remains of his meal. Did he lik 
the color he on the delicat 
Ctql et 
Like if i hy It i 
miserable! P opl face vere all 
red and funn Is this what 
ere trying to time to cough wy 
600 for? Ho ho. I'll stick to black 
ind white until color pr fecter 
(,reen hea im answer | th 
ilthough it renerall iL t 
late he delicatessen lor 
civer, he explain fi ime fo 
every amateur knob-twist vorkKing 
there, from the short ordes Ook t 
th ail back j c ive 
in make th fle if ( th bach 
ound tint thi he i 
row ist j | ) al Ik ult 
iti iti ! ili 
! j nel j 
iT i hou 
wn 
The t t ith 
lelicate | P , 
if | ' ' 
pl I 
tulled, G wf 1) 
ifternos ! nha 
all i ' i mn krpol 
hile pe if iW ‘ 
tablishn i i | | pla 
tr | | if t j mistead 
hac if 1) 1) th, 
( lhn 1, j 
Max act Le 1 
Bu | | jis bad I 
fend 1 tau if | hop "i 
| 
hotel lobb burth t fact 
that hitun j hoa 
th { im | ! | t 
might or too dim f loesn t 


i pub it} place is an 
( cellent va t promot th 
medium im its early day but thi 
is wher ol md monochrom 
part compan Greene firmly be 
heve 
Keep if tf th j hy 
vlvise ind « i trate mn put 
fin it int nal lual hom 
That he ! ‘a hy the l¢ let 
in mmstall it th i t should be 
nstatied idjust ! pin point 
pert rinance ‘ ilat the hehtin 
for mi col t it } 1 h t 
mtrol th vh h rn mat h 
Sure ( en i ure 
nl exposin p pect it 
time, but if ul mak th lemon 
trat i od } that tlt j 
il ! h } | ist i 
hundred potentia i ble t 
louse up if u put a set im th 
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shouldn't be 


CONTINUED 


Even Some Dealers Kill Color 


| aware that plenty 


| 


ion retailers are doing their 


kill color 


iuse they don’t think 
handle it; fearing it be 
don’t understand it 


point is a neighboring 


Nor voOd dealer who handl color 


manner unique fo 


Look og he ay ill 


confidential tone | 
color set here in the 


ild get one and sel 
if | didn’t like you 
color not perfected 
color television nov 
i Crviceiiiall lj ny 
Wh hould | do 
W hat ou inf 
mmething LiK¢ th 
low-bo 
that, a good I 
not only to Arn | 
ery dealer in the 
) makin i rice 
th new mediu 
pom) out 
t icatl j < 
i at nt b 
rocl le Th A 
likelv ¢ 
mitcl peat 
cml iM 
1] phob 
that nt bit {{ 
’ pecat 
i int h t 
00d old uncomp! 
nd white | ca to 
train thes Wh 
tackling lor? 


hance to be mm 


it, to be known a 
or deal when 

t wrhnouin a coupl 

iu then broth 


be an vfull rat 


$203,158. All evidence 


| 
Ching 


When Greene began retailing 
color television the prospect ot 
ervicing it worried him not at all 


His background in radar gave him 


mhdence, for, as he points out, 
ideo i i direct descendent of 
ida At Raythe 1, he came to 
know the ¢ lO pe mside and 
out before init mmercial ‘T’'\ 
technician had laid eyes on on 

But beyond that hie 

nyom vith a decent technical 
background in idapt himself to 
iew devel pments in electronic 
vithout too much troubl I 
could have contracted with RCA 
Service Co. t hand| m instal 
lations and service, but I wanted 
to be in color all the way. If my 
onhidence wv ered once or twice 
I just told myself, ‘It may be color 
but it till television.’ ’ 

Education in Service 

He took courses in color, read 
ill he could find on it in the tech 
nical pre inkl ime to under 


tand that the difference between 
black and white and color is simply 
one of degree. He learned that 


lor is toughe t ervice mainly 
1 that it has more tube mor! 

uit lo date he hasn’t en 
ountered a major service problem 
i which onl the color compo 

its of a er are involved 
Wh 1 doe he expects to dig 
no and lick it 

Peopk vho bi olor television 
from Arnold Greene & Company 
have thei nN r two 
ontract For $39.9 the can 
buy installation and replacement 
part ind lab I three month 
vhile $99.50 them similar 
overage for a yea 

L hese ontract price ir m 
petitive vith those of factory se 
e firm Reasons Greene Wh 
hould I charge | than the other 
i Hle ma | bigge! but m\ 
parts are the me brands and m 
vork is as good petter 

Phe $39.9 ontract is by fai 
the faster selling f the two. Four 
teen otf Coreen 19 color buyer 


have purchased if As each cu 
tomer 90-day ontract expire 
Greene phones to tell him that an 
idditional $60 will protect the 
now vulnerable receiver for nine 


months more 


lar from being reluctant to | 


ome involved with service com 


merchandising can often 


be more exacting than its metropolitan counterpart. Bill Hough 
ton and his Leyman Electric of Huntington, Ind., are proof that it 
In an upcoming issue, ELECTRICAL MERCHANDISING 
will tell the Houghton story, and how better-than-average service 


combined with tight management net him seven percent on an 


of the value of a well thought 


SALES FORMULA 
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mitments, Greene sells these con- 


tract ilmost as hard as he el 
ylor it clf A 
ounts provides thi ison im a 


fla h 


glance at his a 


Profit from Service 


(creen old $1.076.80 worth 


ervice ontract two at $49.95 
in earl price 12 at > 195: and 
five at $99.50 Service on thes 
19 color sets has cost him exactly 
$125. A bit of subtraction shows 


him to be $951.80 ahead on color 
ervice polic ies for that year To 
i small dealer struggling to gain a 
‘lid foothold, an “extra S900 a 
year can mean a lot. It’s possible 
but hardly likely, that veral of 
the sets could conk out suddenly, 
hrinking = hi ervic contract 
proht So far, Greene has re 
turned only one of the 19 receiver 
to hi hop for eTVICé 


Green Services the Customer 


A sensitive man, Arnold Green 

acutely conscious of the su 
picion with which the layman 
iew the television rviceman 
Jut unlike many technicians, who 
eem to get their kicks from belly 
iching about the ituation and 
roasting the consumer at association 
meetings, Greene thought the mat 
ter through and ime up with a 


I 


ervice call behavior pattern aimed 
it building hi ( ( ustome! 
onfiden n him H method 
ork lik i harm, because it’ 
based on giving th onsum 


litt] ymething extra f i I'\ 
Cl dollar 


I'd lose my shirt ivs Green 
if I handed them free parts « 
free labor, but one thing I! in 
usually pare | 1 little extra time 

Une hie vorkin his wa 
down a long list, he never hurri 
through 1 S¢ ice call i remem 
ber plenty rt instance vhen h 
uuld have simply whipped out a 


bad tubs popped in a new nN 


and taken off at a ga lop leavin 
the customer clutching a bill for 


$7.50 (the cost of Greene ivel 
ige service call) and trying to r 
construct what he firmly believ 


to have been a crime 

I’ve been iobbed”’ he snarl 
Seven-fifty to change a miserable 
little tube! Next time I'll jerk 
out all the tubes myself, get them 
tested downtown and save myself 
five or six buck 

l'o forestall the formation of 


uch attitudes in his service cu 
tome! Greene deliberate] use 
up time in their home If he 


ible to nap a receiver back int 
running condition in a_e few 
minutes, he'll keep right on work 


ing. Perhaps he'll remove thé 
ifetv glass and clean it. On on 
il, he may adjust th height 
rocu hnearit ind horizontal 
dn of thi | chure 1 the ext 
tun Ip th lect I an 
ptimum picture on ich chan 
nel If the ustomer happens t 
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vatching him work, Greene 
often detunes the picture on each 
then brings it back to 
perfect sharpness in a bid to make 


in im pres On 


h ATiTN 


H mall investments of extra 
time pay Greene big dividends in 
terms of more-than-satisfied cu 
tom vith conhdence in hi 
ibility and integrity L hese peopl 
are quick to understand when lh 
enti is he alwa 1O¢ ni 
pol f providing thorough serv 
( omething you'll get from 
ined I \ independent cCTVIct 
men and from no factor rvic 
iipan I ever he ird of 

Because his service business ré p 

ent 6U percent ol hi PTO 


con trained to el 
h wn work against that of « ip 


ervice organizations at every 


pportunil 
Where would I be if I didn’t?” 
he ask An independent doesn't 
have to be i swami to see that 
they 1 ifter hi ervice busin« 
Maybe they need the money; ma‘ 
be th illy think they can do a 
tter job on their own product 
maybe they're out to peed up ob 
escence of their stuff by making 
no repair’ recommendations when 
the in get by with it [he 
ison ire pretty unimportant 
W hat uunts is that they want 
hat I’ve worked for, and they’r 
ing to have t ome to get it!” 


Speed and his special brand of 


Greene’s best 


ipon igainst ipt ri erTvIce 
On VCC lay he Pp ) al either 
ne-da r next-day service. Call 
tha 1 at night o on holi 


rded on an automati 


t hone answering d e, whose 
t ’ | instructions were cut 
Greene himself. The first thing 

n th norning, the dealer play 

ick the ecorded m«¢ iC Re 

quests for service among them aré 
n top priority 

Ih vay, when a service call 


yes in on a Sunday, I can knock 
t on n Monda\ he 1) No 
factory outfit gives service like that 

Today, most of Arnold Greene 
ervice volume is in black and 
white l'omorrow, he believes, it 
vill be in color hat belief mo 
tivates almost every move he makes 
It pive 
most finicky 
to go along with the 


custome! willpowe I 


rudest. It 
ves him the drive to make a con 


tinuing study of television, the de 
tee! hi 
f 


que in the general direction of 


to ervicing techni 
pe rrechion 


Inventory of Six 


Csreene fee that the retailer 
vho eriou trying to crack the 
re barner should maintain a 
tock f some half-dozen unit 
ne low-end table model listing f 
ipout 5 () i onsolette in the 
55 i mventi nal I rhe 
l t pp ximatel YOUU i 
b it about $650: a deluxe 
rsc le in the $7 0 la ind i 
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him patience to ple ise the 


deluxe low-boy tagged at about 
$750. Greene himself doubles th 
$550 consolette and the $595 con 
sole, giving him an inventory of 
eight color receive 


\ glance at the dollar value of 


his color sales is interesting. He 
ha sold one et at $550. two at 
$595, 16 at $650 and up he 


ow-end tabl et ha proved ust 
to him, both as a price leader 
ind a demonstrator. He stocks it 
only because it marks the point 
vhere black and white ends and 
color begins 
Color TV needs a leader now 
like a pig needs a tuxedo,”’ Greene 
remark ‘People who want color 
today aren’t shopper They're in 
formed, intelligent consumer 
trained to recognize quality and 
ible to afford it. Things like a de 
luxe chassis, more speakers, finer 
ibinetry and consol tvling mean 
mething to thes people, ind 
they'll pay to get them 
Later on,” he continues, “when 
manufacturers have found enough 
corners to cut to put color on a 
mass production basis, prices will 
ye down, and then a leader will 
umount to something more than 


just the place where color starts 


$600 for Color Service Equipment 


No black and white dealer in 
become a color dealer without lay 
ing lis hands on certain pecial 
equipment. The investment is large 
Greene says, but the blow can b 
oftened if the dealer is able to 
home-make ome of the instru 
Among items he’ll 
have to buy are a dot-bar genera 
tor vithout 


in be correctly installed; a color 


ments himself 


which no color set 


lar generator, nec i in servicing 
i receive! CO1O ection; a degau 
ing coil: and 1 high Tl vce vacuum 
tube voltmeter: Cash value of 
these is between $500 and S600 


Greene points out that the he 


' 


ginning color retailer can mab 
easicr on himself, both financiall 
ind as far as hi 


concerned by 


ervice work 

onstructing a vari 
ible bias box with several output 
for setting several biases simul 
taneously; and a shorting box for 
cutting off any one color gun to 


iew the other two when setting 
up for convergence 
Greene gets his money worth 


yut of his color-bar generator bi 
making it work for him in his dis- 
play window between service jobs. 


Knowing that few 
uninteresting as a dead 


things are as 
vindow, 
| larly wi col le’ 

particular) vhere olor television 
is supposedly under promotion, he 
onnects the color-bar generator to 
one ot hi 


window di play cts 


during periods when no color pro 
grams are being telecast. The gen 
erator creates a pattern of vertical 
bars of color across the screen, 
idewalkers th 


getting over! to 


point that thi tore ells color 
television. At night, the color-bar 

nerator is put on a timer which 
licks it off at 1] pm End 













first 
again | 3 
...NOW 
COLOR 


duratub 
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Patented 


APPLIANCE-STYLED LAUNDRY TRAY 


withH 


HANDIFLO* 


PERFECT SALES 
NEW 


SYNC WITH 
WASHERS ND DRYERS: 


Now available in modern laundry equipment colors 
— white, green, pink, yellow — Model 9TD duratub 
synchronizes sales-wise with new washers and dryers 
. duratub's a cinch to sell! With Handiflo* double ™ 
drain, duratub is ideal with suds saver or single hose 
automatic washers — all duratub hose connections are 
permanent, out of sight. No hose handling! Easy to in- 
stall, duratub is a high profit item it pays you to carry! 


7 


Choice of new appliance colors — 
white, green, pink, yellow. 


Stainless trim, built-in soap dish 


© 3-Purpose Handidrain*, no need 
for double tubs. 


20-gallon Fibergias™ tub — won't 


crack, chip, stain, mar or dent. 
, P, e Top cover for additional counter 


space, may be left in place when 
using tub with washer. 


Baked enamel finish over bonder- 
ized electro-galvanized steel. 


© Large storage compartment. 


NOTE: Standard 
Model 9TC 
duratub avail- 
able in white 
only. Other fea- 
tures same as 
9TD Deluxe ex- 


| cept Handiflo 
double drain, 
»? 
ee 









foe wNmGUE 
wou TYPt 
AUTOMATIC WASHERS 


FOR B04 Saver 
TYPE AUTOMATIC 
wasmens 





r------- 








. 
' Please send complete duretub information and ; 
: name of distributor nearest me i 
1 Name 
| Company H 
; Address ! 
' City Zone State ; 


E. L. MUSTEE AND SONS, INC. 


6911 Lorain Ave. « Cleveland 2, Ohio 


deratub |: a registered trade mark, Handiflo*® and Handi. 
drain® are trade marks of E. L. Mustee and Sons, Inc 


Model 9T0 














it’s a breeze fo sell 


THE ONLY FREEZER 














MAINTAINS AN EVEN 
TEMPERATURE THROUGHOUT 


Here’s the freezer that captures 
and guards the peak of food fla- 





vor. Why?... because the built-in 
Fan circulates streams of ‘‘zero- 





cold” air throughout to maintain 
the even flavor-saving tempera- 





ture necessary to hold the peak 
of flavor... yes, even in the door 
the food temperature will not 
vary over 1”. 


a a 
| io 




















Hold 28 frozen juice or frozen soup 
cans, right at fingertips . . . load from 
top, take from bottom. 


Use of trademarks fag ond RCA ovthorized by trodemark owner Radio Corperetion of America 
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WITH FAST rREELE mn 


FREEZES FOOD TWICE AS FAST 


It’s new — and a big selling plus for you! The Fast Freeze Fan 
sends a blast of “‘zero-cold”’ air directly against food 

blast freezes them up to twice as fast just like commercial 
freezers do. And, RCA WHIRLPOOL Chest Freezers freeze more 
food, because they also have fast contact freezing on all 7 





interior surfaces 








a tl 











-++« MORE EASY-TO-USE-CONVENIENCES 





deep, roomy, adjustable door shelves full-width, tilting ice cream bin full-width glide-out baskets 

Hold home packed, commercial and odd Stores up to 2 gallons of ice cream. Put frozen foods right out where they’re 
shaped packages behind open grid doors Tilts down and out for more conven- most accessible, Glide out effortlessly on 
where they’re easy to see and reach. ient loading and unloading. nylon rollers. ..even when fully loaded, 


é) 


Products of WHIRLPOOL CORPORATION St. Joseph, Michigan Corm™ 


Join up!... it’s easier to sell RCA WHIRLPOOL than sell against it! 
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Dial 
F-A-S-C-O! 


HR Ready for the hot spell just around the corner? 
. 5). Enough fans in stock? Make sure of satisfied 
customers! Dial F-A-S-C-O for immediate delivery 

on America’s number one fan line—there’s a fan in 
every price range available when you need it. 
Yes, a simple turn of the finger puts you in touch 
with famous FASCO quality 
from the luxury 2087 to the budget- 


There’s a model for 
every buye! 
priced “Slim Line”. Your call brings to your shelves 
new wonders in improved fan efficiency—maximum 
air delivery with minimum noise, made possible 


only by FASCO’'s exclusive “Wind Tunnel” con- 


. and powerful 


struction deep pitched blades . . 


motor 


Be prepared for those heat waves 


to come keep your customers 


happy! DIAL YOUR FASCO 
DISTRIBUTOR NOW 


ASE 


131 





INDUSTRIES Inc. 


AUGUSTA ST., ROCHESTER 2, N. Y 
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A Department Store Fights Back 
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for the store attracted by adver waves around $200 or $300, and 
tising ivs, “I'll give you this for thi 
If the distributors want to mov refrigerator.” 
they good the. have to go ilong | ill ile men do not fall for 
vith a proposition like this, and uch a device. They are trained to 
vhile they deny it, this is about listen out anyone who can tell 
vhat they do. None will admit to them how they can buy an item 
100 percent co-op morn for ad elsewhere more cheaply lake it 
rtising, but it’s a fact. ‘The di it that price,” they say Why 


TT) 


tributor must also upply CTVICe 


Now to return to Joe Millston 


don’t you snap it up 
Ihe reph usually reveals that it 


Ihe store, he state make ix is with a_ brother-in-law, a dirty 
turns a year on appliance good chiseler, or there i omething 
iS a grocel tore, he say Sale wrong with the model 

men who call on him find an un Fair store salesmen are coached 
pretentiou department ilwa ret to make the ime ofter to all com 
his ear, but can't sell a flambuo ers. Different deals to different cus 


int campaign tomers can lead one into trouble 

Last year, on air conditioning Ihere is not the time 
Ihe kair did all its busine in five pecialty selling that there u ed to 
vech Why buy a lot of mer be. ‘Time was when Joe Millstone’: 
handise men would turn a washer upside 
down to demonstrate it (ELEecTRI 
bought 20 CAL MERCHANDISING, June, 1947) 


pent on 


ind put it im the ware 
house at the end of the season 
isks Jo The stor 
room coolers at a time, and sold l'oday they count more on turn 
everal hundred unit his vear over, make a quick one-two ap 
he has the proach ind let it go at that 


im one come! ind ell 1956 Visitors to the department ee 


mall carryover stashed 


nodels to a customer who want that it is not dolled up, but the 

1 real bargain. No advertising, no best known names in the appliance 

display, just word of mouth promo field are ther 

hion he time will come, 1 Jou 
[he appliance department of Millston when _ the appliance 


Ihe Fair was reduced from 7,500 busine will return to sanity, and 


q. ft. to 00. ‘The number of ut out the discounting. Mean 
ilesmen was reduced from | to while the va to operate ft 
three, all continued on a straight pend as little money as po: ible 
omission basi The men hay during the short profit period 


to have a car, and the straight com i 
mission basis prevents other Fait Fair Does $1 Million a Year 


tore emplove from wanting to 


Men who ill n | eph ie 
Millstone, the dean of Chicago de 
partment store appliance manage! 


et into thi ipphan ( department 
It take 1 veteran ilesman te 
handle a discount situation, sa‘ 
Mr. Millstone Lhev have been on 
the job anywhere from five to 17 


cal md top man still make 


respect his opinion. ‘They know 
he ha lived and learned the 
INSWe! He had experience with 
Indiana utiliti ind with Sear 
Roebu k before he came to The 
lair. Furthermore, he has run th« 
department from around $73,000 

One of the things you have to vearly volume in 1939 to $1,000, 
mect in a discount market, say 000 a year today, And that’s pretty 
Mr. Millstone, is the man who good End 


iround SIO,000 a year 


Situations You Meet 


wa 





CAPACITY? WELL IT HOLDS THE TWO MEN WHO BROUGHT IT 
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Lower record-keeping costs...faster customer service 


with the NEW CZamonal “42” 


e NEW Quiet Action... can be used anywhere without disturbing customers or employees, 


e NEW Compact Design. .. Saves space in congested locations. 


bad NEW Simplicity of Operation ... promotes accuracy, reduces operator training to a minimum, 


The new National ‘Class 42”” Window- 
Posting Machine reaches new highs 
in efficient operation and fast cus- 
tomer service. Years of experience 
have established basic principles in 
installment accounting methods. The 
National ‘‘42”’ now applies new tech- 
niques to these principles. 

The National 42” makes 3 original 


records (no carbons) simultaneously. 
The entire operation is accomplished 
quietly and quickly, right at the trans- 
action window. In addition, all 
amounts are lock- and detector-con- 
trolled until the final totals are printed 
on management records. This pro- 
vides mechanical accuracy and pro- 
tection. The result is a superior 


THE NATIONAL CASH REGISTER COMPANY, baytong, onio 


989 OFFICES IN 94 COUNTRIES 


MERCHANDISING—MAY, 


1957 


system which saves you valuable time 
and money. For full information, call 
your nearby National representative 
today. His number is listed in the 
yellow pages of your phone book. 


STRADE MARK REG U & PAT OFF 
WNaltional 
ACCOUNTING MACHINES 
ADQING MACHINES « CASH REGISTERS 






US Ne 


Warts 


ws 
BUSINESS 
WEEK 














































367 Million Messages 


Sell CLINTON ENGINES 


To Your Customers 
During The 
Next 4 Months 


SHOULDN'T YOU BE FEATURING 
THE GASOLINE POWERED 
EQUIPMENT WITH THE ENGINE 
FOLKS ARE MORE FAMILIAR WITH 


MILLIONS WILL SEE 
THE CLINTON NAME 

IN AMERICA’S LARGEST 
FAMILY WEEKLIES 


Lvery or Maga ewithar 


JF CITIES WILL CARRY 
\yohla CLINTON ADVERTISING 
LOCALLY TO MORE 
MILLIONS 


a 
The Biggest Promotion in Gasoline Engine History 














$300,000 From Home Demonstrations 





cause of the critical parking prob 
lem in the downtown area Lhe 
are more willing to listen to vou 
iles talk when they have a chance 
to actuall ee an ipplian e's tea 
ture They are mor receptive to 
i free home demonstration. 

Another advantage,” Adair con 
tinues, “is that when you take an 
ippliance to the prospect's home 
you eliminate the price argument 
ind stress what it can do for her 
ind her family 

Appliances for home demonstra 
tion are not usualy taken from the 
demonstration truck, but are de 
livered from the store at the pro 
pect’s convenience. ‘They are left 
in the home no longer than five 
days. Adair does his own electrical 
work but calls in a plumber to 
handle both the temporary plumb 
ing for demonstrations and per 
manent plumbing after a sale is 
made 


Salesmen Included in Ads 


Adair tries to make his salesmen 
known to residents of Wichita 
Falls by frequently using their pi 
tures in his advertising. It helps 
make the men familiar to peopl 
o that when they call in a neigh 
borhood they are not strangers 

lo help spur alesmen to close 
the sale, the tore has contests 
going on continuously In one 
uch contest, Adair gave salesmen 
$1 for each sale closed with an 
idditional $4 going into a kitty 
Part of the pot was divided among 
top ilesmen iccording to ile 
Suit ine xperienced ind low ile 
men had a chance at extra cash 

I he top ilesman received 20 

ent of the kitt High man n 
uindry equipment got | per 
ent Another | percent went to 


thy 


igh man in ret rerat ad 


ish mid fre 5 id man 


CONTINUED FROM PAGE 59 





in each category got five percent 
lor thi portion f th conte t 
there was a limit of two priz 
lor the remainder of the pot, 
Adau placed i card ina bow! with 
the salesman’s name on it for each 
ile he made. In the drawing, th 
first name picked received 15 per 
cent of the kitty. If this winne 
had received other prizes prior to 
the drawing, he was eliminated 
for the final two picks which 
yielded 10 and five percent of th 
kitty Ihe last 1( 
to the supervisor whose unit sold 
the most appliance 


perce nt went 


Customers Can Compete 


Prospective custome! get a 
chance at the contest game occa 
sionally. In a recent six-week pet 
iod, Adair offered a chance on a 
dryer for each home demonstra 
tion. If the prospect purchased 
one, he got two additional 
chances. If the companion washer 
was bought, three more chances 
were given. In the event the priz 
dryer had already been purchased 
the winner got that much credit 
toward any other appliance. 

Although spiffs and prizes help 
create added incentive Adair 
doesn’t forget that product know 
ledge is essential. Meetings are 
held twice weekly and salesmen 
get refresher courses. ‘hey also 
get a chance to discuss mutual 
problems and to iron out sale tech 
nique 

“With so many different brand 
on the market and price an in 
creasing factor, consumers have to 
be shown how your product will 
help them [his is the best wa 


to eliminate the pri factor a 
well as to reate nterest im th 
product  itselt A demonstration 
in the home is the first ire step 
toward a sa \dair bel Jorn 
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Here are three wavs to 
roll out extra automatic-washer sales 
with Tide! 








A Product of Procter & Gamble > 





(Gove | we OF 


for wotehing _ new 
\  feneeton 


‘/3| WASHER DEMONSTRATED 

























































































Tide Premium Plan—a simple but amazingly effective way to in 
crease your store traffic and close sales. You offer your customers a 
box of Tide just for watching an automatic-washer demonstration 
and a big supply of Tide with the purchase of a new automatic 
And you get this ‘Tide at wholesale prices less a special promotional! 


discount of $1.75 per case! 


Tide’s automatic-washer film—a real traffic-builder and sales 


maker! This full-color movie, ‘““A Washday Picnic,” stimulates 
interest in automatics... instructs on proper home-laundry pro 
cedure. What’s more, Tide isn’t mentioned even once . and you 


can use this 15-minute film for the cost of the postage alone! 


Local TV and Radio— the automatics you sell are fe -»atured jn Tide’s 
saturation advertising that reaches 80‘; of U. S. housewives ten 
times every month! Buy spots adjacent to T an s network T'V and 
radio shows to make sure you take full advantage of Tide’s 
unparalleled advertising support. 


For complete details on any of the above programs, please contact the Tide 
Home Laundering Bureau, 806 Gwynne Building, Cincinnati, Ohio 





¢ The makers of 25 automatics pack Tide in their machines. 
* More women use Tide in their automatics than any other washday product! 











TRADE-WIND 






They, 


” " ‘ 
 Ccarcnted by 


Good Housekeeping 
Md . 
48 sovranae Vee 





air each time the door is opened . 


. Super performance 


. 
be 
TRADE WIND 


THE MOST COMPLETE 
VENTILATOR LINE 


OVEN VENTILATOR 


Here's the remarkable new Trade-Wind Oven 
Ventilator for both built-in gas and electric units. 


: Engineered with more than adequate suction to 
| remove the blast of oven heat, odors and greasy 
.. and to keep 
the kitchen comfortably cool as long as the oven 


is in use. In addition to a handy on/off switch, 
the ventilator is equipped with automatic ther- 


mostat control for complete protection. 


This beautifully designed unit is another quality 
first from Trade-Wind. It combines the finest style 


.. and easy installation. 


SALEM 
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PATRICIAN HOOD 
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w ' Integral et v 
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BATHROOM UNITS 


.,.. 


(Frade-Pflerd Molorfeans, ouc. 7755 PARAMOUNT BLVD., DEPT. EM RIVERA, CALIF. 


PAGE 90 


MAY, 





1957—ELECTRICAL 


A Discount House 


CONTINUED FROM PAGE 61 








rific,” and tabs it the most discout 
ging factor the dealer must fac« 
Berman Radio has experienced al 
most 100 percent breakdown with 
in 10 days of date of sale in certain 
of its cheap-line lots, which goes fat 
to explain why the company’s sal 
men work away from low priced 
merchandise 
I'he firm sells recorders with the 
usual policy of free parts and labor 
for 90 days. Minor service jobs ar 
handled in the store, while major 
repairs are hot-potatoed back to di 
tributors and factory service depots, 
or farmed to an independent ser 
Al] re order 


given exchange privileges 


ice Company ustom 


CI are 


Ads Don’t Stress Price 


Berman Radio advertises heavily 
in Boston papers, and tape recorders 
are often given a fair percentage 
Policy 
is to fill recorder ads with features, 
and to soft pedal price This is in 
contrast to the firm’s competition 
which booms price over product in 
purer discount fashion 


of space in composite ads 


Volume recorder sales natural] 
mean tape sales in still great 
volume, and Arbetter estimates that 


Radio 
than any other store in 
Blank tapes 
reels, chiefly because of the appeal 


Berman move more tap 


Boston 


far outsell pre-recorded 


of the tape-it-yourself angle. An 
other reason, says Arbetter, is that 
most pre-recorded tapes are mad 
on highh iccurate machine . and 
never sound quite as good whi 


played back on the average hom« 
recorder, in which there’s bound to 
of flutter. ‘The net 

better, he finds, 
played back on the 
machine that recorded them. ‘To 
Arbetter, thi ume blank tape fa 
tor takes the lid off the tape market 
ind makes the sky the limit 

As for th tap 


be OM degree 
result is usually 


when tape ire 


recorder pote n 


tial It’s tremendous! iyvs Ber 
man Radio gencral manage! 
“This is the fastest growing hom 


medium there 
market is ve! 


End 


cntertainment 
recorder 
but very, ver 


lod 1\ 
sound.” 


young, 
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1S THIS YOUR IDEA OF A JOKE, REILLY? 


MERCHANDISING 


Now Sell a Complet 
Stereo System as | 


V-M dealers have the hi-fi world on 
their doorsteps! They’re exploring 















new markets, exciting unprecedented 
demand and expanding their profits 
with these sensational stereo units by — Here’s V-M’s NEW stereo duo—a complete, high-fidelity monaural tape record 


er with stereo-playback PLUS a just-released StereoVoice extension speaker 
)) the WWoice of Mausic a 
~y ai , 
. # 


4) 





with amplifier! Both portable! Styled alike! Engineered for perfect balance! A 
cinch to sell together for a total list of $284.95!" 

SENSATIONAL V-M tape-o-matic ” Model 711. ‘l'wo speakers, two speeds, dual 
track recording and playback, PLUS stereo playback. A complete, professional 
quality high-fidelity tape recorder with the built-in bonus of stereo you sell for 


just $209.95." 


2 SENSATIONAL NEW StereoVoice speaker with amplifier, Model 166. Same 
peaker complement as the tape-o-matic! Powerful NEW V-M-built amplifier 


>. r\ with control Model 8810), 30-20,000 « ps frequency respon e' Portable, styled 


like the tape-o-matic in smart two-tone gray leatherette. Yours to sell for just 
$75.00 list!* 


it’s the hottest deal in the sizzling stereo field! You offer more— much more 
for LESS much le than competition! See your V M Distributor FAST and 


tart profiting from this sensational stereo system! 


The Big Profit News is Made by 


the Woice of Music’ 


V-M CORPORATION « BENTON HARBOR, MICHIGAN 
WORLD'S LARGEST MANUFACTURER OF PHONOGRAPHS AND RECORD CHANGERS 
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A COMPLETE 
MERCHANDISING 
4 


Everything to catch the customers eye .. . 
from colorful banners to direct mail pieces 

.. all helping you sell RCA WHIRLPOOL electric 
ranges! Be sure you have the merchandise 
and sales material to tie in with this impact 
selling program. 


ond PCA ovihorised by trodemort owner Radio Corporation of America 


Join up!...it’s easier to sell RCA 
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NATIONALLY 
ADVERTISED IN 
LIFE 





12 STAR 
SPECIAL 

















swing into "big money’”’ with the 


ko) Whirlpool 


electric range program Pay 








Pound out range sales with the impact of an “out of the park’? home run sa 

with this all new, 30 inch, fully automatic RCA WHIRLPOOL electric range! It’s ~)) 9d 9 : 
a red hot advertising “leader” that will pull in traffic and help sell your _ 99 2 
complete line of electric ranges! This low priced, high quality, fully automatic sy ri! 
range is packed with 12 star features such as the Giant ‘“‘Balanced-Heat”’ I 
Oven and Thermostatically Controlled Top Burner Unit! Act now . . . order 7 
now ... let it sell for you! 


Backing up this terrific program are sales-stimulating full color ads in LIFE 
inagazine that pre-sell prospects on the whole rca wuir roo. electric 


range line! 


Hurry... hurry... hurry... get in 





on your share of the profits! — | 
ma 


see your RCA WHIRLPOOL distributor NOW! 


RCA WHIRLPOOL Home Appliances 
Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


WHIRLPOOL than sell against it! 
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Bath scales 
are fast 
becoming 
a big 
item in 


appliance 


stores a 


bath scales 


1S 


uit 





THE ELECTRONIC RANGE  cosnv:s 


1 go into t f It’s Safe. By means of a sp 
ti thing that ntain vat mid nteriock th l HI jutomat 
eate heat the n illy turned off when the o n aor 

Lhe microwave band 1 rer opened 0 ther no dang T 
onsidered to be from about burning fingers or hand 
| (if y 
0) megacycles up t )UUU mega ' 
a It’s Cool. The electronic rang 
le A mcyva le ] on million 


tter truce old ooking it speed 


pt a Compare that from three to ten times faster than 
th the OU-cycle-per-second ek onventional rang And ther 
tricity that ' ordinat ectri no outside heat to contend with 
mp thy It doesn’t heat up the kitchen. Th 
Phere ai evises Epulwwer high frequency or microwave energ 
frequenc ivailable, or that ma 


renerates heat only in the food i 
Ol lable locatu 0 

me available by al ition from lf. For this reason. food can be 
thre ederal Communications (com ’ 
re | munication ooked in serving dishes and taken 


) cooking urpose 

vs nf OVENS 86pety by hand immediately from range to 
lavtheon es the relatively middle / 
Rayth dy ' — table Utensils only become hot 
yvand of 2400 to 00 megacvcle 


vhen heat from the food is tran 
mitted to them Hot pad ir 


eldom required—only when the 


General Elect uses the band 
ist above the UHk band used in 
pecial browning element is used 
Ih re l ili ther 


vhich also ma be made i ilable It Browns. One of the earlie: 


frequen 

problem in electronic oven devel 
opment wa the fact that although 
the food cooked uniformly through 


n the near future 
In Titi OWAVC ¢ voking th depth 


of penetration into the food and 


the amount of heat generated 1s de out, there was no exterior brown 
vendent on two thing Che fre ing. Browning is highly desirablk 
jen ind the power of the el for some foods, particularly meat 


| or energy field, General pen 


ippears to hances the flavor. ‘lo accomplish 


if improve the ippearance and en 
ition into a food ma 
ly ipproximately two or fou this browning it is necessary to ap 
ich depending upon the fr ply external heat. This is done in 
er used. As this en mos" ry th 


iddition of a high-watt heating 


juen ind pow of the present model 

oes in, it is turned into heat 
but it is naturally hotter nearer the element located inside the oven 
urface it reaches first. As it get 


further im itt 


which can be operated simultan 
ittenuated. ther cously with the microwave unit 
less energy and that is the reason One 


oven located directly below the ele 


company provides an extra 
e get graduations of doneness im 
1 roast beef with raren toward tronic oven, especially designed fo: 
the center. By the same token 


true electronic cooking does not do 


browning 


in urface browning because th 
Cel is turned to heat within the 
food; it isn’t turned to heat on the 
urface of the food, so the surface 
does not get hot enough to char 

to brown 

One of the ritical things in 
the design of electron OKIN 
quuipin nt thi VA thi hap 


mad the mate il of the oven. It ha 


It’s Clean. Microwav oking 
uts down on dishwashing becaus« 
food is cooked so fast it doesn’t 


have time to idhere to ick ot 


dishes or utensils. And there are no 


pots ind pan to scour. Vegetable 


oup, casseroles, coffee, are all 
ooked in an electronic range in 
dishes in which the ire to be 
erved 


Cleaning the range interior 


ilso imple b 


juse spatters or spill 
overs are not baked into the cool 
oven sides. Oven interiors of alum 
inum or stain teel, which also 
erve as microwave reflectors, nevet 


ret hot 


It’s Simple. With an electroni 
range, there’s no longer a problem 
of temperature here are no 
thermostatic contro] Indeed, a 
microwave time selector automati 

illy regulates cooking time. These 
timers are calibrated in seconds 
When the pre-determined time has 
elapsed, the energy is automatically 
cut off, and a bell signal 

Ihe electroni range is too new 
to say that it will ever entirely re 
place other cooking methods. At 
present, manufacturers emphasize 
the fact that it is by no means a 


do-all’ 


ipproximately 


ippliance, even though 
90 percent of pres 
ent conventional top-of-stove cook 
ing can be done better and faste1 
Manufac 
ture uggest that it should be 


used mainly for the things it doc 


vith an electronic range 


best and that the electronic range 
hould he 


face cooking unit 


upplemented with sur 


It’s Fast. Probabl thie most 
outstanding feature of an electrom 
range is the phenomenal speed with 


which it ook End 








T WAS A QUIET CONVENTION, EH? 
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there is only one... 








“UCM WASHERS 


FINDLAY, OHIO 





Womans 


OVER HALF A CENTURY 


BUILDING GOOD WASHERS 


MODEL 57-SRPT 
Tau 30 am ol -7- CUR anaen 


on oR Eo) mono lastoliel- Bchonal.| 

















for healthy profits 
only with 









Air Conditioners 


cor 


Sa ° al ased : ¢ yi 
pRLPO! yi \ pur h ery da\ 
wil a, a™ eople any 
n tru LA A more } 4! rhe ie ’ 
ow “e \ ac 
\ Y bp mor’ ‘ his {at 
once ¢ pre 
f\ ru! 


ait 
Month al x} yet vo 
, am © 





Join up!...it’s easier 
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Q complete line ... for tailored-to-your-market 


selling ... with models to exactly fit your customers 
needs —installation requirements! 











Imperial models . . . the ultimate in air conditioning Supreme models . . . perfect for “through-the-wall” 
comfort — with all the latest engineering advances! installations. Packed with salable features for the 
Includes the popular % h.p. “Lo-Amp" model. medium-price market. 





Srrsmeyet 
Deluxe models .. . for “budget’ shoppers! You Custom models .. . rugged 2 h.p. beauties — for 
can sell many “top-of-the-line” features and quality “heavy” cooling jobs in big rooms and for commercial 
at a really low price. Models from % to 1% h.p. users. Reverse cycle" models available in smaller sizes. 





i\ is 
u wan, ut th pool 
nat yo° © abo WHIRL 
your n't wo our BR 
rather for ¥ ou ne 1 Ask Y 
t on the weath e Pro- y’’ problems . is plan now 
je yenden ; Exchange rel about th 
Don't be det Ret ailers wHIRLPOO! gistributor a 
rofit 1 W ith x gelling jo or order 
P a a". \\ long 
. you “© arlier se 
gram ‘iti ers ear 
i \vion 
Air ( om 


RCA WHIRLPOOL Home Appliances Ed 
Products of WHIRLPOOL CORPORATION St. Joseph, Michigan re 


to sell RCA WHIRLPOOL than sell against it! 
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BRAZIL’S APPLIANCE MARKET 


Consumer credit in Brazil wa 
built up by the dealers to pu h sale 
to ha 96 ot 


dreamed the 


DUyCr vho never 
ould buy anything 
than a fe bottles of 


ind weekly movie ticket The 


much more 
heer 
ost of living in Brazil j 
nearly 20 i ycal Thi 
littl 


voing up 
means the 
left over af 
have been purchased 


vorker have eT 
fer nece ite 
jut im Brazil, a savings account 1 
Buyers are 


latching on to such items as large 


rAge Nobod iV¢ 


ippliance ilmost a 
hese are the people the dealer 
ire hitting with credit offers and 
that would make for 
raised eye-brows in Amer 


in investment 


interest rate 


ili at ile I 


Penny Millionaires 


than 9 of all ippilah 


Down pa ment ire tla 


percentage but 
almost complete buye re tan 
and will have to go back to | 
down payment Right now peopl 
just do not have any read ish in 
Brazil 
Dealer 
ment the in get 
the payments out ove L, 


ver dow 


ind then 


grab what Nn par 
pread 
ty LU 
period cle pr nding on the value of 
calculated 
month—but al 


hi work 


the ipphan ce. Interest 1 
it on percent per 


ways on the total price 


out to better than two percent in 
terest per month that Brazihan con 
ume pay for interest on the 
ipphiance But, because of infla 
tion, dealer laianm they make Ie 
profit than most of ther U.S 


counterpart 
Strangely enough the vera 


Brazilian buyer isn't iterested in 
the total price fan apphan If 
he wants a IV set eladeira 
retrigerator mad hh make ust 
enough for the d 1 payment and 
the monthhs payment he'll bu 
ind would theoreticall yon mal 
ing payments for th t of h 


life, if mecessar 

With such wid pread ¢ 
visiting forcign ipphan 
Rio asked How 

I'll bet non payment percentage 
Actually, in Brazil, un 
obligation K 
half of on 
Dealers have 
troubl 


involved with 


r¢ cit on 
cle iler 


ibout payment 


ie high 
fullfilled 
count for le 


payin nt 
than one 
percent of tot il sale 

literally no 
The tear of 
lawye! 


repo ‘ ng 
retting 

ind police is very real. Be 
cause of the compli ited system of 
Brazil 
any scrap 


laws in evervone feels that 
with 
ivoided Also thr buver 


ha 1 pr tige item in a TN ct 


the law must be 
) 


sul ill 
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vashing machine ofr refrigerator 
tand to have his 
know he can’t make the 

Dealers tell you that 


they often carry a buyer along for 


ind he innot 
rit ighbor 


payment 


while until he gets a company 
bonus or government check 

lo see how the credit system 
vorks and how sales are handled, 


EM reporters spent an afternoon 
nine da before Christmas in 

LONI LUX” one of Rio bigg t 
ipphiance store In the U.S. at 


this time, the Brazilians moan, deal 

ire packing in customer ind 
ish registers are rimging a merry 
tune. But in Brazil, especially in 


Kio and Sado Paulo 


the big indu 


trial city to the south of Rio), the 
bulk of customers wait until about 
three da before Christmas and 
then they com in a rush that 
ould overwhelm most U.S. deal 
Why thi minor ilm, then 
thre form I'he nervous dealer in 
pre-Christmas time tell ou that 
there are two reason The first 
that in Brazil almost all om 
panic rive tiv ) ple mmewher 
icar a full month ilary just be 
fore Christma illed a grati 


Natal Lhe see 
on is because Brazilian 
those im Rio, like 


the last minute 


hieagho de ond rea 
especiall 
to do things at 
anyway. ‘They like 
to spend months window 


nd talking about 


hopping 


buying an ap 


pliance (for them its a bigger deal 
than a family buying a new car in 
the State When the Christma 
bonus comes around, they do some 
extensive last minute haggling with 
eral dealers and then sign up for 
i et, radio, refrigerator or 
ender—almost alway on long 
edit terms often running to 20 


nonths, and at around imonth 


nterest 





The director superintendent, O1 
Costa, wa 


the usual 


lando going through 
of the pre-Christ 
When asked about 


hecking up on people opening 


rigor 


ma big wait.” 


new credit accounts, he said that 
he was the author of an organiza 
tion in Rio called Acade. Acade 
is a credit bureau with about 


eighty member store It also sets 
rules for credit buying. A new cus 
tomer wanting credit has to take a 
form back to his boss or some other 
responsible person who guarantees 
that the man 
salary 


makes a certain 


They Understand a “Deal” 


“We don’t like to take more than 
20 to 25 percent of a 
monthly wage for 
Costa said. He explained that 
Acade tries to keep account of how 
much customers are paying out so 
they cannot over-extend 
selves. But this is hard to regulate 
Acade also tries to set prices and 
limit the number of special sale 
but store till 
deal 

Deals are « pecially casy 


man’ 
payments, 


them 


| 
1hlaAKe 


ne gt G10 


to make 


on appliance brands that have the 


tore nam Name-brand ir 
fairly rigid in price and, strangely 
enough, customer prefer them 
even though the cost is consider 
ibly higher. A few years 


ago, price 


vas the sales gimmick. Now brand 
name sales are the trend as a re 
ult of heavy national advertising 


in radio, TV, 
MmiavAZiN 
The sal 


ertising 1 


newspapers and 


pitch in Brazilian ad 


toward the housewife 


vho do not h ive, for example, ad 


washing machine Do you still 
have the laundress come in to slave 
iway on the stone slab for your 
washing Senor so and s0’s 


vife (usually a society or high gov 


ernment functionary) now has the 


modern’ washing machine 
With this kind of pitch, on 


over-zealous salesman in the south 


erm part of Brazil even sold a wash 


i lady who did not 


ng machine to 
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have electricit H Id 


l inother 
machine in the same 


interior town 
to a family who had to bring water 
in buckets to fill th 
they had electricity 
both case 


thing—but 
[he wives, in 
, finally dunned husband 
into getting an electric outlet and a 
continuous flow of water 


An $85 Radio Costs $300 


A flock of new appliances ar 
just around the corner for the 
Brazilian market. When an item 
such as the tiny transistor radio is 
made in Brazil it ought to rope in 
heavy sale Right now, the only 
way you can get one of these radio 
is Via an exorbitant import category 
An $85 


transistor sadio costs 

around $300 in Brazil. A $110 

shortwave portable radio (Zenith, 

RCA) costs more than $500 in 
Brazil—if you can find on 

But local manufacturer for 


Brazilian-made new 
well along in th planning stage 
l'ake G-E’s production program fo1 
the next ten years as an exampl 
G-E’s big appliance production nov 


produ ts iif 


centered around trigerator 


radios, phonogr iph flat irons and 
I'V. G-E has be 
in Brazil for around 35 year 
onsidered the 


pli ince trad 


n doing busine 
ind 1 
dean of the ip 


C-I just released it ten veal 
production and sales program for 
Brazil Here l how if looks for 


ome new product 

Refrigerators (90% 
Brazil 
made in 


ot parts to 
now 60% ot 
Brazil): G-E i 
racing with a local company, Cli 
max, to make refrigeration 
pressors for refrigerators in Brazil 
licensing deal 
Michigan, for making 


be made in 


parts are 
Coll 


Climax has a with 


l'ecumsceh, 


units near Sao Paulo. Both com 
panies are eyeing the possibility of 
future Brazilian exports to such 
countri¢ is Columbia, Paraguay 


Bolivia and Uruguay 
Floor 
cleaner 
1958 
Automatic 
Production 1 
1959 with an 
S00 per yea 
by 1966 
Dishwashers: Production will be 
gin in 1963 output of 
10.000 unit 
Disposalls: Production will ilso 
begin in 19¢ 
SOOO unit 
Freezers: P 


Polisher and vacuum 


produ tion 1 lated for 
Washing Machines: 
expecte d to begin in 
initial output of 


rising to 25 OOO 


with an 


vith an 


duction by 1959 1 


expected with an output of 2,000 
unit 
Room Coolers: Production will 


begin in 19 vith an 


6.000 unit 


uutput of 


An Endless Room Cooler Market 


Room cooler 
thing for Brazil 
1 long, hot summer that makes the 
climate warm and muggy for nearly 
months. Right now, air-con 
other types of coo] 


will really be some 


nine 


ditioners anc 
ing equipment are imported 


Continued on 


\) 
* 
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Rio de Janeiro has 


r 


} 








NG 


NEW! VALUE-PACKED CALORIC GAS 
RANGES WITH ‘‘ROTO-ROASTER”’ 


Show this new ““Two”’ series, in 20’, 30’, and 36” 
widths, and you're all set for a “sales caper.” 
They’re the best-looking, best-cooking ranges for 
the money your customers Will find anywhere! 


ALL-NEW FEATURES such as Roto-Roaster—a new 
oven rotisserie for cooking moister and more flav- 
orful meats, eye-catching chrome, ice-blue back- 
guard trim, and long bar-type chrome handles 
assure sales appeal! 


ALREADY-FAMOUS FEATURES hi-speed top burn- 


ers, big 4300 cu. in. oven, and all-porcelain enamel 
—keep sales climbing. 


ELECTRICAL MERCHANDISING—MAY, 


1957 


SHOW THESE TRIED AND TRUE 
SALES SUCCESSES, TOO! 


CALORIC ULTRAMATIC GAS RANGES in 24”, 
36’, and 40” sizes, with Thermo-Set top burners, 
Roto-Ray Barbequer, fluorescent lighted back- 
guard, choice of six range colors. 


CALORIC BUILT-IN GAS RANGES the ultimate in 
modern style and convenience. Separate oven- 
broiler and top burner units can be installed side 
by side or at opposite ends of the kitchen. 


CALORIC APPLIANCE CORPORATION, TOPTON, PA. 
RANGES + DRYERS + BUILT-INS + DISPOSERS 








THERMO-SET TOP BURNER 


heat at the exact temperature set 


take a giant step...cash in on the 
sales caper! 








pot and pan “‘automatic."’ Demonstrate it 


CALORIC APPLIANCE CORPORATION 


DEPT. EM-K, TOPTON, PA 

Please send me more information on the new 
“Two” Series 

NAME 

ADDRESS 

CITY ZONI TATE 


PAGE 





now, more than 
ever, a most wanted Caloric cooking feature. It holds 


takes every 








want to 


Sell 


hot prospects 
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in Chicago? 





ape 


% 


KW 


fe 
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THE TRIBUNE REACHES MORE OF THEM 
THAN ANY OTHER CHICAGO NEWSPAPER! 


IN THE HOT AND HUMID Chicago market, there 
are more hot prospects for room air conditioners 
than for any other appliance. As shown in the 
Tribune’s Home Appliance Study, 23% of all house- 
holds want an air conditioner next. 

This means that some 380,000 families are in the 
mood to plunk down some cool cash for some cool 
wreezes. Thousands more, undecided now, will make 
up their minds in a hurry when the sweltering season 
begins in earnest. 

But there’s no sweat, no strain involved in reach- 
ing these families—not when you advertise in the 
vw Chicago Tribune. In fact, when these air conditioner 
prospects were asked, ‘Which Chicago newspaper is 
most useful to someone buying an appliance?”, 
62% of them said, “The Tribune!” With nearly 
936,000 daily circulation and more than 1,300,000 
on Sunday, the Tribune goes into more homes with- 
out air conditioners than any other Chicago news- 
paper. 

For a really hot summer in Chicago, warm up the 
sales climate with an adequate schedule of Chicago 
Tribune advertising. Call your nearest Tribune repre- 


sentative, 





Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Chicago New York City Detroit San Francisco Los Angeles 

W. H. Hattendorf E. P. Struhsacker W. E. Bates Fizpatrick Associates Fizpatrick Associates 
1333 Tribune Tower 220 E. 42nd St. Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Bivd. 
SUperior 7-0100 MUrray Hill 2-3033 WOodward 2-8422 GArfield 1-7946 DUnkirk 5-3557 


MEMBER: FIRST 3 MARKETS GROUP, METRO SUNDAY MAGAZINE NETWORK AND 
METRO COMICS MAGAZINE NETWORK 
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BRAZIL’S APPLIANCE MARKET 


brought im as una companied bag 
page by traveller A Philco 104 
jutomat 4-ton nr-conditionel 
cost wound $1,000 m KBrazil—if 


ou can find one. When the price 
in be brought down by local man 
ufactunng ill dealer iwree that 
r-conditiones vil m one or they 


pigvest item 
Blenders Are Big Business 


Another interesting local manu 
lacturer of appliances in Brazil i 
in ll- Brazilian compan which 


puts out a blender and a liquifier 


illed W alita lectro-Industria 
Walita, S. A is the ompan 

Ofheially known tarted up ten 
ears ago and in the past five year 


ha Nd more than one-million ip 
pliances. The Walita food blender 
n Brazil nterior, as well a 

most of the biw cities has becom 
i gen ra (customer ome 
rite i tor for example iSkin 
for a “Walita nd often get an 
ther brand. Because there are no 
manufacturers of baby food the 


food blender in Brazil has become 
i tandard household item in 
lsrazil—even n the most modest 
Orne 

VU ihiteu lam to be the bi est 
manufacturer of blender mothe 
orld Annual produ tion of all 
yx 140,000 units and this will 
be upped next ear to 160,000 
unt [he ompany also make 
blender fo the Sears- Roebuck 
Store in Brazil, which are mat 
keted under the Kenmore trade 
Hane Another Walita blende: 
illed ‘Turmix 

Another big all-Brazilian outfit 

Arno S.A., Industria e Comercio 
Amo got it tart making small 
clectnic motor but at ipphance 
line is growing fast. ‘The compan 
laims to be the biggest manufac 
turer of electric motors in South 
America. Aro already make tor 


pedo pr mcuum leane 

uppli SCal vith cleaners under 
Kenmore rari floor iXCl 
hblendet H0000) unt pel ca 

two type ik¢ nixel ibout 


UUU per cu 


1,000 Bendix Washers a Year 


Jendix now make ibout 10 


washing-machines a year in a com 
pany that has about SO Brazilian 
pital, ‘The Bendix in Brazil sell 
for a cruzeiro (Brazilian mone 
equivalent of around $470. Bendix 
in Brazil ji trictly an assembly 
plant. Parts are upphed by 4 
different small manufacturer ind 
in estimated 9S of the machine 
made of Brazilian part 
Brasmotor, a Brazilian compan 
makes a popular line of refrigera 
tors called Brast mp. Rumors have 
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it that Chrysler Corp might buy 
into thi compan' 

The Swedish Electrolux organ 
ization has a Brazilian company 
for making floor polishers and 

icuum sweepers. Electrolux claim 

to be the iles pioneer of these 
items in Brazil. Manufacturing 
tarted back in 1949 but large 

ile sales were not registered until 
1954. Epel S.A., a Brazilian com 
pany, lays claim to being the first 
ictual waxer and vacuum cleaner 
manufacturer in Brazil with pro 
duction started in 1938 (floor 
VAXCI 

Last year, a Brazilian company 
Cipan, made an arrangement with 
the ‘Thor Corp. of Canada to 
manufacture vashing machine 
called ‘Thor ““Atomagi Five hun 


dred per month are now being 


produced and ilesmen um the 
output 3 old out two months in 


id Wice 
Westinghouse Aim: 10,000 Washers 


Westinghouse, following its usual 

erseas line of licensing patents to 
local firms, this year set up a com 
pany in Sdo Paulo called Westing 
bras S.A. ‘The Westinghouse laun- 
dromat Model 25-H-1 should be in 
production some time early in 
1955. After the third year of pro 
duction, 10,000 units are expected 
to be produced annually 

Servus 5.A., a Brazilian company 
makes the “Prima” brand washing 
machine and is the largest single 
producer of washing machines in 
Brazil 


Centralized Service Here, Too 


Ihere are actually about 20 lead 
ing apphance manufacturers in 
Brazil including local and foreign 


compan Competition is keen 
ind dealers seem to be getting 
some benefit from this. Manufac 
turer just a few now, probably 


more next year) are giving exten 
e financing to dealers in the cur 
rent credit queez by bank Also, 
most manufacturers in the big citi 
uch as Sdo Paulo (3-million pop 
ind Rio ‘million pop.) have 
taken on a lot of the product SCrv 
icing because many dealers do not 
have time or training to offer cu 
tomers proper service (here is some 
thing else that makes customers g¢ 


for the big name brands). In 1957 
however, it | expected that Bra 
alan dealers will sharpen up on 
ervicing, deliveries and guarantec 
or face heavy losses of sales to 
fast-moving competitors 

In Rio, most appliance stores 
ire lumped into a few city block 
in a heavily traficked downtown 
irea around Rua Uruguaiana and 
Rua Senador Dantas. The reason 
for this concentration is that the 


Brazilian, especially the Carioca in 
Kio, likes to compare prices, offer 
models et without doing a lot 
of walking or traveling about the 
ity. Transportation is horrible and 
this has made it necessary for ap 
pliance dealers to bunch up to 
form a sort of large “appliance 
treet market’. But large depart 
ment stores such as Mesbla and 
Sears are biting into the inde 
pendent appliance dealers’ sales and 
might force some of them to set up 
branches in such consumer con 
entration is the Copacabana 
Beach area in Rio (considerably 
more people are concentrated per 
quare yard in Copacabana than on 


Manhattan Island, New York) 


TV Makes the Money 


Some of the biggest dealers in 
Rio, such a lonelux, Cassio 
Muniz (main store in Sao Paulo), 
Ponto Frio (two stores), Casa Gar 
on and Exposigdo Carioca, ar 
listing ‘I'V units as their biggest 
money maker. ‘I'V manufacture: 
uch as G-E, Emerson and Phillip 
Dutch), claim all they need to 
make a complete Brazilian unit 1 
the proper glass-maker for the pi 
ture tube. Studies are underway in 
Brazil which will eventually lead to 
completel Brazilian-made 'V 
units. RCA is building a plant in 
Belo-Horizonte Mina Geral 
State, for the eventual production 
of picture tube: 

Right now, however, most stores 
are listing blenders as leading in 
unit sales volume. Radios, fans, 
non-automatic irons, refrigerator 
floor-polishers and washing ma 
chines also are making for heavy ap- 
pliance sales volume in Brazil 


Dealer Shakeout Coming 


In Sao Paulo such big stores a 
Casa Bethoven, Serva Ribeiro, Tres 
Leoés S.A., Lojas Assumpga S.A 
ten stores), Mesbla (department 
tore), Mappin (department store 
and many other semi-departmental 
ized stores and independent deal 
ers such as “Radiolandia’”’ say busi 
ness is booming but that 1957 
ought to be a year where heavy com 
petition will shake off the marginal 
dealer In Sado Paulo there are 
now more houses than apartment 
more apartments in Rio) and 
items such as washing machines 
eem to sell better Also, the aver 
ige Sio Paulo family is closer to 
making the kitchen a more impor 
tant room than the average Rio 
family because of the great num 
ber of individual homes and a 
heavier foreign influence. Also, th 
erage Sao Paulo appliance-buying 
family has more money than its 
Carioca counterpart (Rio citizen) 
because of the better job situation 
gathered around an industrial and 
igricultural boom 


Premiums and Gimmicks 


In general, appliance dealers in 
Brazil are now finding that the 
market is terrific but that you have 
to do heavy selling, make special 
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otter ive away dishes and radu 


vith each refrigerator, guarantec 
service) and be much more cart 
ful in pricing. The very high in 
come group family in Brazil ha 
most of the appliances and is look 
ing around for newer and fancier 
models. ‘These are tough to get be 
cause local manufacturers usually 
only make the same standard 
models year in and year out. Deal 
ers are hitting hard at the lower 
income groups with credit offer 
and heavy advertising but the credit 
restrictions by the government will 
make for pin-point bookkeeping 
and ingenious sales promotions to 
keep in busines 

But appliance dealers and busi 
nessmen in general have a really 
bubbling confidence in the future 
of Brazil and believe that when the 
country’s electric power output gets 
its promised 2-million kw boost by 
President Juscelino Kubitscheck 
gove rnment there | roughly > 
million kw power pacity in 
Brazil now) things should really 
hum with an enormous hike in ap 
pliance sale oming through by 
1960-6] 

As power projects are pushed 
into Brazil's vast, hardly untapped 


interior ppliances will be made 
and sold in Brazil on a scale that 
hould put the count: econd only 
to the United State n this hemi 
phere kend 





Author's Note: The credit and 
cash squeeze in Brazil is making 
dealers read and re-read EM’s 
story on a dealer who nearly 
failed (November 1956, page 
56). You find EM in almost 
every dealer's back office and in 
almost every manufacturer 
files. The trade calls it “the 
bible” and Brazilians look care- 
fully at U. S. sales promotion 
method described in EM. 
Until recently all they had to do 
was set up a shop, tack up ap 
pliances and they had 100 cus 
tomers for every 50 items. Now 
the change has been fairly 
abrupt. One outfit copied an 
EM picture showing radios di 
played by the hundreds in cu 
bicles on the walls of a store 
Another dealer in a small town 
spotted an EM picture showing 
a scantily clad bathing-suit model 
reclining over all sorts of au 
conditioners, fan ind — large 
hunks of ice. It was supposed to 
be a summer fan promotion 
job. The Brazilian paid a cute 
“morena local girl with dark 
hair) to put on her bathing 
suit and sit on a hunk of ice in 
his store window while he 
turned on several types of fan 
he was promoting inside the 
store. ‘The poli € pra tically had 
to beat away the mob gathered 
outside the window and_ the 
man sold out his fans in record 
time 
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“UNDER THE GOLDEN FRANCHISE 
EVERY IRONRITE SALE I MAKE IS AT 


FULL RETAIL PRICE AND PROFIT” 


HERE’S HOW YOU CAN EARN MORE 
THAN 100% ON YOUR CAPITAL 
INVESTMENT EVERY YEAR UNDER THE 
IRONRITE —ONE OF 
THE MOST AMAZING DEALERSHIP 


PLANS IN AMERICA. 


bs 


The 10 big advantages behind the famous Ironrite Golden 
Franchise: 


1 You can earn more than 100% on your capital invest- 
ment every year. 


2 Every sale is at full retail price and profit. A very high 
percentage of rentals are converted to outright sales. 


Selective, individual, district-dealer franchising. 


4 Complete line of ironers. An Lronrite model for every 
type home. 

5 No trade-ins. 

6 ‘Tremendous potentia! market. 

7 Highest quality product. 

8 Actually no competition. Ironrite is the only true 
ironing machine made. It is not a mangle. 

9 High customer satisfaction. Many sales are the result of 
lronrite owners talking about it to friends and neighbors. 

10 No indiscriminate franchising. Only outstanding retail 


ers, with a record of sound business practices, qualify 
for the Lronrite Rental Plan 


Put a good, protected profit back into your business. Just 
mail us the coupon (at right), and we will see that you get a 
booklet explaining, in detail, the great Ironrite Golden 
Franchise. Do it today. 
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Ironrite Automatic Lroners require specialty selling. For effective 
sales volume, they must be demonstrated, and the prospect her- 
self must be persuaded to sit at the ironer and actually use it. 

The tested and proved Lronrite Rental Plan was put into opera- 
tion to combat the virtual disappearance, after World War II, 
of specialty selling. Under the plan, the prospect, for a small 
weekly payment, can try out the Lronrite in her own home on her 
own laundry. The dealer can afford to pay fine commissions to 
good salespeople and still keep an outstanding profit for himself. 

The plan was so successful, it became known as The Golden 
Franchise, which could well be your answer to more profitable 
operation. Some of its unmatched advantages are shown in the 
box at the left. 


Actual statement from an Ironrite dealer. 





AUTOMATIC IRONER 


IRONRITE INC., MT. CLEMENS 





(orn 
| 

| R.M. Gottlieb, Vice President in Charge of Sales 

| tronrite Inc. 

Mt. Clemens, Michigan 

| 

| 

| Please see that | receive a copy of your booklet 

| called The Golden Franchise. 

| 

| 

| NAME 

| 

| NUMBER AND STREET 

| 

1 ony ZONE STATE 
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The Admiral Dual-Temp is the finest refrigerator-freezer made because: 


e Admir: 
e Admir: 
¢ Admir: 
e Admir: 


il was first with a genuine refrigerator-freezer combination 
il was first with the “Magic Ray” Lamp 

il was first with the famous “Lifeguard” inside door release 
il was first with the “Arctic Circle” ice maker 


These are just some of the reasons we dare make this money-back offer! 


More proof that: 


Only 
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Admiral Gives You ALL 3... 


Cc 
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RAL DARES 
EY- BACK OFFER: 








ay trial offer! 





PERFORMS THEM ALL! mi 














ait bids 
A ik 
Admiral peater topay!: eee! | 
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This promotion will bring you big volume sales and high-profits at the same time. 
It’s breaking with a big 4-color double page spread in the Saturday 
Evening Post! Supported with billboards like the one above, all over 
the country. Plugged by Don McNeill on ABC network radio every 
morning of the week! So tie-in! Order display material. Alert your 
salesmen. Get ready for action! Admiral’s on the move. 


‘i Complete Line, Lowest Prices, Hottest Promotions! 
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MAJOR 
APPLIANCE 
SERVICE 


Dryers 


(continued) 


combination unit 
] nough of th if ] et’s get ba¢ , 
to the busine in hand—dryer ser 


icing 


cihe make of 


Servicing 


In our ipphance ervice tor 


in important part has been played 
hitherto by the series tester, but 
that device must not be used for 
testing O-volt dryet nor any 


other appliances which are per 


manently connected to the supph 
circuit or bonded to a ground con 
nection). For even if you open the 
witch, the frame of 
the appliance will still be grounded 


ind the neutral wire (of a 115 () 


circuit's safety 


volt, single phase olid neutral 


ystem) will ¢still be connected 
within the dryer. ‘This means that 
the circuit feeding the series tester 
has one pole common to one still 
connected in the dryer a vell a 
one opposite 

\ ser test conducted under 
uch circumstance where any pole 


in the tester 


the machine under test 


ommon to one in 
will reveal 
nothing and, worse yet, could ere 
ite a short circuit if 
that the prod wire leading directh 
to the attachment plug is con 
nected to the hot ide of the 
line. (See Fig. 2 

In spite of all that, you may 


find it a convenience oc¢ 


it h ippens 


sion ally 


to series test a subassembly, When 
you do, just be sure that you di 
connect all the machine wiring 


from the part to be tested and take 
Don't 
series test anything on the top of 
the dryer cabinet, for one of your 


it away from the dryer 


prods may go askew and burn a 
hole in an escutcheon or orn 
imilar cabinet trim 

The 115-volt drvers 


mto a 


which plug 
convenience outlet like any 
other fully portable appliance may 
be tested, if vou wish, by the seri 
method, but even with these vou 
must be ure to disconnect the 
machine and insulate it from the 
round before you touch a series 
tester prod to any part of the ap 
pliance Not only must you re 
mo th 


msulate the 


round wire but also 
ibinet and frame by 


liding the machine onto a piece 


f hea irdboard unl ot 
the floor is a good non 
maduct 
th 4 ed 1m del ib ut 
hand t testing de ip 


| 


iil socket with a 25-watt, 230-volt 
lamp in it, and about 10 feet of 
No. 15 fixture wire ill of which 
will cost you about sixty cent 


; 


Ordinarils you'll need nothing 


more than the test lamp assembly, 
but the length of fixture wire will 
erve to extend one of the test 
when the 


will not reach a pair of widely sep 


lamp leads pigtail tip 


vated terminal 
Now let’s discu 


methods as well as some of the 


pecific testing 


remedies for a dryer’s ailment 
Failure to Start. If a machine 
make no 


ound whatever when 


its controls are set for operation, 
ou would naturally check first the 
upply. But keep in mind 


these two points: (1) few—if any 


pow? i 


dryers will run with the loading 
(2) one fuse in a 
circuit may be 


door open, and 

0-volt 
blown even though the cvlinder 
light operate o don’t let that 
evidence of energy on tap fool you 

Now, to check the supply circuit 
of a 230-volt wired-in dryer, touch 


supply 


one of your test-lamp tips to the 
load terminal of one fuse in the 
safety switch and touch the other 
tip to ground (or to the neutral 
bus). If that fuse is sound you 
hould get a 115-volt reading (half 
of normal brilliance). Repeat this 
test with the other fuse. (See Fig 

If both test satisfactorily, you 
may touch the test-lamp tips to 
the two terminals on the load side 
of the fuses whereupon you should 
get a 230-volt reading (full bril 
lance Remember, though, to test 
each fuse separately at first to save 
time, because if you do not (or 
cannot) unload the circuit under 
test, you may get a deceptive r 
sponse when you put the lamp tips 
to the 230-volt terminals—that is. a 
feedback might 
lamp to glow even though one fuse 


cause your test 


of the pair is blown 

Occasionally, you may run across 
in installation where a_plug-fuse 
type of safety switch protects the 
circuit. With some of these you 
may receive repeated complaints of 
fuse failure—blowing or loosening 
particularly if the safety switch 
is situated where it is subjected to 
vibration, as on a wall near a door 
A permanent remedy for this trou 
ble is to replace the safety switch 
with one equipped with cartridge 
fiise If you are not permitted to 
do this sort of work in your area 
encourage your customer to employ 
in clectrician to do it. It is not a 
big job—in fact, the cost for labor 
ind = material if cable wiring 
would amount to about what she’d 
pay you for two service « ill 

Check Fuses. If the supply cit 
cuit is all right, check next the 
easily iccessible point on the 
dryer. For examplk 
though not all, have 
fuse in the machine which can be 
reached from the And the 


door-switch actuating button on 


| 
some model 


i single plug 
outside 
most models 


front of the 


machine fuse is 


project from the 
cabinet So if the 
ill right, open the 


| 


loading door and try clicking the 
door switch repeatedly with your 
If the switch is faulty 
ou may, by that maneuver, be able 
to close the circuit there at least 
long enough to test the other fun 
tions. When every exterior check 
fails to disclose the point of an 
open circuit, you must of course 
expose the dryer’s 


thumbnail 


interior wiring 
and control terminals in order to 
continue your test 

Safety First. But before you re 
move a shroud or a cabinet panel 
to gain access to the control con 
nections, be sure to turn off the 
powelr 

Now, with the power off and 
the interior parts exposed, examine 
the controls and wiring carefully 
to make sure there are no dangling 
wire-ends, burned-off terminals, nor 
any other which 
would threaten your safety when 
you restore the power for the live 
electrical tests. If everything here 
appears to be in order, close the 
oe switch and continue as fol 
lows: 

Using a 25-watt, 230-volt lamp, 
test first the part you think is at 
fault. Who knows? You may hit 
it the first time. If you don’t, go 
on to the next most readily a 
cessible check point. For example, 
if the dryer’s line terminals are in 
plain view, touch your test-lamp 
tips to them to assure yourself that 
power is reaching the 
then go on to the next easily 
reached connection 


derangement 


machine, 


\ point worth remembering, in 
making a test of this kind, is that 
1 faulty switch which is open when 
it 1s supposed to be closed will 
cause your test lamp to light when 
you touch its prods to the switch 
terminals — provided, of 
that the circuit which the switch 
interrupts is loaded. In other words, 
ifaswitch in one of the circuits 
is in the closed position and the 
circuit is unbroken elsewhere, that 
switch is faulty if your lamp lights 
when you touch its tips to the 
witch terminals. If your lamp does 
not light, it isagood indication 
that the circuit is interrupted else 
whe T¢ 


course, 


The heating circuit need not 
concern you during your prelim 
inary test of a dryer which will 
not start. Keep in mind that few 
if anv—<irvers will heat if they fail 
to start, for the heating circuit will 
be interrupted by one of the safety 
So in checking a “silent” 


machine that will not run, center 


controls 


your test on the control circuit 
leading to the motor, for the heat 
ing circuits may be perfectly sound 
vhen the machine is running 
Watch For Hum. If a dryer that 
fails to start hum 


it on—and be sure to turn off a 


when you turn 


hummer” 
further would indi 
cate one or more of the following 


immediately to prevent 
damage—thi: 


circumstances: binding, jamming, a 
faulty witch 
elongated motor bearings, or a mo 
tor burnout. When you have shut 


centrifugal motor 
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off the circuit at the safety switch, 
expose the motor, belts, and pul 
leys, and—in view of the simple 
mechanism which is typical of dry- 
ers—you should experience no dif 
ficulty in pinpointing a fault of 
this kind 

When you have to renew a mo 
tor, remember that elongated bear 
ings or centrifugal-switch failure 
may be regarded as normal wear, 
but burnouts usually point to bind 
ing or jamming and for that reason 
you must take time enough to 
locate and eliminate the cause of 
failure in such instances before you 
install the new motor. Also before 
installing a replacement, check the 
direction of rotation 
ind reverse it if necessary. ‘The 
correct direction of rotation for any 
dryer is easily ascertained by in- 
specting the blower. (The manner 
of determining the proper direction 
of rotation for a centrifugal blower, 
or pump, was fully covered in Part 
2 of this series which appeared in 
the November 1956 issue of Exec 
rricAt. MercHanpisinc. See Fig 
8 on page 88 of that issue.) 

Motor Runs but Cylinder Will 
Not. Quite obviously this points 
to belt or pulley trouble; either or 
both may be loose or broken; or 
possibly, though rarely, binding in 
the cylinder bearings. Here again, 
don’t concern yourself with the 
machine’s failure to heat, keeping 
in mind that 
equipped with a belt switch which 
will interrupt the heating circuit 
if a belt loosens or breaks. Rather, 
test the heating function after you 
have completed the mechanical re 


new motor’s 


some models are 


pairs 

As you go about the mechanical 
work, see to it that the driving 
pulleys are fastened tightly to their 
respective shafts and are prec isely 
aligned, that idler pulleys revolve 
freely, and that the belt-tension 
regulating device will maintain suf 
ficient tension on the belts without 
imposing unnecessary strain on re 
lated parts. Don’t forget that a 
burned belt will thump when it 
is running and a shaggy one may 
later become entangled and burn 
out the motor 

If the machine has a belt switch, 
make sure that its actuator is nicely 
adjusted so that it will keep this 
link in the heating circuit closed 
during normal operation and will 
open the circuit promptly if the 
belt loosens or breaks 

Will Not Dry. With this com 
plaint, look first for the most com 
mon abuse—the user's neglect to 
clean the lint trap. You can check 
ind clean the thing immediatel 
on arrival during the customer’ 
initial tirade without appearing to 


be rudely inattentive—vou couldn't 
do much else anyhow while her 
words are popping like Roman can 
dles around your head. Then by 
the time vou have put the screen 
back in place, she will have sim 
mered down and you'll be better 
ible to concentrate on what work, 
if any, is to follow 


Continued on page 114 
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APPLIANCE DEALERS IN NEW 


Audits and Surveys Company, Inc., an independent research organ 
ization, has just completed a new survey of how appliance dealers feel! 
about mayazine advertising and what they actually do about it 
(Conducted among a u ule ampling of appliance lores with annual 
ales volumes of $100,000 and over, (he survey shows that, more than 
ever, LIFE is the dealers’ favorite magazine and “Advertised-in-LIFE” 


ther favorite merchandising tool 


FINDING #1: 


When researchers went into the stores to count displays they found 





By actual count... 
appliance dealers tie in with 
advertising in LIFE 
more than twice as much as with 
advertising in any other magazine 





What does this mean to you as an appliance dealer? 
1 It means that your manufacturers’ ‘“Advertised-in-LIFE” display ~ 
* materials have proved their value in helping to create prestige for ¢ > \ 


appliance stores 


‘) It means that the use of \dvertised-in-LIkFE” di plays is continu 
Je ing and increasing — among top-volume dealers in your busine 
to vet maximum results from your manufacturers’ magazine advet 


bisinyv, you hould feature the product advertised in LIFE weel 


after weel 


‘} It means that a peopl remember and re pond lo the great pic 
re tures and stor ein Libel oOtney remember and re pond 
top Ubve product Live ee advertised in Lite] 


| It mean that your own custome! re pond to LIke] week alter 





veo| P| CuUSLOMmMe! do mn communitie all ovel the country And 
rryaor'e People re pond io | 1] | hbecau ( | Lhe] } hough! i pore 
Wwopl each Deck than any other magazine 


LIFE LEADS IN WEEKLY CIRCULATION LIFE LEADS IN WEEKLY AUDIENCE 


|. LIFE », 738,226 1. LIFE 26,450,000 | 
) ’ ‘ ey > t, |}? { ( ( | ») ' 1 
Saturday AVening OSI 1,950,060 2. Look (bi-weekly LX.0506 000 
} Look (bi-weekly 1 191,057 3. Saturday Evening Post 14,050,000 
yurce: July-December 1956. Aa filed with ABC, subject to audit Source: A Study of Four Media 


LIFE reaches 3 out of 5 households in 
the average community in a 13-week period... each week 
LIFE reaches 11,880,000 households 





SURVEY AGAIN RANK LIFE FIRST 


FINDING #2: 


When researchers asked about magazine advertising, they found that 


Appliance dealers pick LIFE as their 
first choice to carry advertising for 
the products they sell... 
by 2 to 1 over the next leading magazine 


It figures because dealers feel as manufacturers feel . . . and year after 
year, manufacturers invest far more for selling in LIFE than in any 
other magazine. In 1956, advertisers invested $50,000,000 more in 
LIFE than in any other magazine. Here are the figures on advertiser 
investment in your field: 


HOUSEHOLD EQUIPMENT & SUPPLIES MAJOR APPLIANCES 

RANK MAGAZINE REVENUE RANK MAGAZINE REVENUE 
1. LIFE $11,105,271 1. LIFE $8,496,395 
2. Saturday Evening Post 6,023 225 2. Saturday Evening Post 3,738,587 
3. Better Homes & Gardens 4,312,733 3. Better Homes & Gardens 2,335,445 
4. Good Housekeeping 2,521,312 | 1. Look 1,175,422 
5. Ladies’ Home Journal 2,488,955 5. MeCall’s 1,095,570 
6. McCall's 1,965,223 6. Good Housekeeping 1,074,894 


= a FINDING #3: 


( When researchers asked about magazine reading, they found that 

: Appliance dealers and their families 
W? [i subscribe to or regularly purchase 
LIFE more than any other magazine 


It figures because appliance dealers know that not only is LIFE 
the magazine of memorable pictures and meaningful word 


but also a showcase for the products they sell. 


) | MORE > 


















Now you've got the findings, 
the facts and the figures... 
what does it all mean to you? 





3 <s en is 6 18 Qe 7 


| It means that you should identify your store name 
with your manufacturers’ brand names, to channel 
your way the prospects whose interest has been 
— aroused by the advertising in LIFE. 


‘ It means that you should display LIFE-advertised 
“4* brands, LIFE ads and the ‘““Advertised-in-LIFE” sign 
- in window and point-of-sale displays. 


> 









It means that your own newspaper ads, window 
displays and store interiors should feature products 
at the time manufacturers are advertising them in 


Lk I 
| It mean that vou should read LIFE to keep up 





with the products your prospects are seeing 
- It means that the sale points in the LIFE ads are 
v. the ones your own salesmen should stress in the 
day-to-day selling 


YOUR BUSINESS RESPONDS TO 
BECAUSE PEOPLE RESPOND TO 


= OVEN! 
baad 








— 


ea. 
Tired of half-baked sales? ay 

Then stop selling whatzits, and start selling what they do for the watching and oven-peeking every roast gets done, exactly right 
} xample the pe rformance of our | imil | ire Olven And how off the triple thick bibergla in ulation that kee ) the 
more mouths for mother to feed. So oven hot, kitchen cool plu the | loating Hinge that prevents oven 

>» much more. so much more easily in door fly-up, and cake flatten-out 
in entire meal for her tribe, or a Emphasize the leisure time she'll gain, too, with the Clock Control 
ful for carload baking too that starts and top the oven automatically —take over the prepara 


tion of i complete oven meal, while mother takes off 


All this added convenience in a pace iving 46-inch range 
few of mat ittractive Magie Chef feature that 


iible whet ; ise the right ipproach! 


get GEARED TO GO tor a PROFIT with 


Red Wheel Oven Regulator ~ s 
Automatic Roast-Guide 

Magitro! Burner é 2 . 
Magitro! Griddie 

Magic Flame Uni-Gurner 

Magic-Lite Pilot . = = oar a: oe 


Swing-Out Grolier 


Outamatic Broiler 


MAGIC CHEF INC., ST. LOUIS, MO the GAS RANGE you can count on in’57/ 
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Hotpoint 


A Complete Line... 











SUPER-DELUXE 
Hotpoint Twe-Cycle 
Pushbutton Automatic 
Washer. 

Medel LK25 








Style-Matched Hotpoint 
Super Deluxe Pushbutton 
Sealed. Chamber Dryer — 
Medel 1626. 


Alse Available in 
Alr-Blower Medel (825. 



















Hotpoint Super Deluxe Model LK24 Style-Matched Hotpeint Super Deluxe Hotpoint Super Deluxe«Medel 1K23 Style-Matched Hotpoint Super Deluxe 
Twe-Cycle Pushbutton Washer with Pushbutton Air Blower Dryer Model Two-Cycle PUshbutton Washer with Pushbutton Model G24 Sealed- 
SUDS-STOR —Saves Hot Water 1823 with Air Freshener Automatic Sediment Swirl-Out. Chamber Dryer—No Venting. 
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Washers and Dryers 


Price-Planned For Easy Step-Up Selling! 


MORE Seeable QUALITY — MORE Sellable FEATURES! 


There’s a Hotpoint Automatic Washer, Dryer or — f0-see quality and more easy-to-sell features to make 








Style-Matched Pair for any budget. And every model your sales job easier. And it offers a complete selec- 


—regardless of price—is loaded with quality and con- __ tion of price-planned step-up models to make each 
venience features that turn prospects into customers! sale more profitable. Your Hotpoint Distributor has 
Hotpoint Home Laundry for '57 offers more easy- _ all the details—see him today! 


Hotpoint Gives You The Home Laundry Features 
Wanted Most by Homemakers 


AUTOMATIC WASHERS AUTOMATIC DRYERS 





® Automatic Clothes ®@ Automatic Pre-Soak Period © Pushbutton Temperature ® Safety Door Catch... 
Conditioner © Automatic Pre-Selected Controls Safety Cut-Off Switch 

© All Porcelain Inside Wash Time 
and Out © New Air Freshener © Sealed Calrod® Heating 

seal Pushbutt ® Automatic Full or Unit 

. a er Partial Load Controls © Precision Electric Timer wwe 

© Two-Cycle Wond-R-Dial be pte ox egpma Wash- © Porcelain-Finished Chassis °° Sealed-Chamber Models 
for Normal or Delicate aed aie end Drum Require No Venting 
Wash ® Automatic Sediment 

© Pushbutton Wash and Swirl-Out © One-Piece, All-Welded © Air Blower Models Feature 
Rinse Temperature Controls © Rubber-Finned Agitator Chassis Giant Lint Drawer 


Hotpoint WASHERS AND DRYERS ARE AVAILABLE IN 5 COLORTONES AND WHITE 
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Hotpoint Deluxe Medel AK22 Two- Style-Metched Hotpoint Deluxe Push- Hotpoint Autometic Model LK21... Style-Matched Hotpoint Air Blower 
Cycle Pushbuftén Wosher—all Porce- button Sealed-Chamber Dryer Model Aviomatically Fills, Washes, Rinses Dryer Model 1621 Featuring Giant 
lain Finish inside and ovt. LG27. Air Blower Model 1822. and Spin Dries. Lint Drawer. 





AUTOMATIC WASHERS + CLOTHES DRYERS + RANGES + REFRIGERATORS + DISHWASHERS + DISPOSALLS 
WATER HEATERS + FOOD FREEZERS + AIR CONDITIOWERS + CUSTOMLINE «+ TELEV'SION 


HOTPOINT CO. (A Division of General Electric Company) 5600 West Taylor Street, Chicago 44, Illinois 
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Another idea from our 
Motor Repair Shop Reports 
that willhelp you... 


















































“TLhave seen Klixon 
Protectors save many 
a motor from burning 
out’ says motor 
repair shop owner 


Schenectady, N. Y.: Mr. William Lang, who owns 
Mont Pleasant Electric, is a strong booster of Klixon 


Motor Protectors 





and for good reason: 


“l have seen Klixon Protectors save many a motor 
from burning out. As a result the customer is 


happier—and soam I. We realize very little profit 


from a rewind,” 


The KLIXON Protector is built into 
the motor by the motor manufacturer. 
In such equipment as refrigerators 
oil burners, washing machines, etc., 
they keep motors working by prevent- 
ing burnouts. If you would like in- 
creased customer-preference, reduced 
service calls and minimized repairs 
and replaceme nts, if will pay you well 
to ask for equipment with KLIXON 
Protectors. 


WRITE FOR THE NEW FREE INFORMATIVE BOOKLET, 
“THE STORY OF THE SPENCER OSC.” 
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METALS & CONTROLS |] CORPORATION 


Spe neer Thermostat Division 2705 f 


Kirx0N 


rest Street, Attleboro, Mass 





Assuming now that the lint trap 
is not obstructed, if the dryer runs 
ill right but does not heat to full 
capacity, « heck next the power sup 
ply at the safety switch, for one 
blown Some 230- 
It machine will run with one 


fuse may be 


fuse blown and some will even heat 
a littl 

lailure to heat at all may indi 
cate either a tripp 
ifety control, such asa belt switch 
iheat fuse, 
circuit switch in the motor; or po 


oracentrifugal heating 
ibly a faulty operating control 
uch as the timer or the thermo 
tat: o1 perhap i burned off har 
or even a_ burned-out 
heater l'o locate faults of that 
kind CX pose the 
trols and check from one point to 


ne wire 
wiring and on 


inother with your test lamp 

Slow Drying. ‘This trouble ma‘ 
indicate one or more of these three 
midition 1) a partially clogged 
lint trap, ( too low a tempera 
ture setting on the operating ther 
mostat, or }) the cloth irc too 
wet when put into the dryer. The 
third condition suggests that the 
customer use too light a tension 
idjustment on her wringer: or, if 
he has a spin-dryer-model washer 
he does not allow the drver tim 
ufhicient water 
from the clothes; or it may be that 
the damp-drying mechanism on het 
Wa her l 1 


enough to extract 


1 poor condition, ‘The 
olutions to the first and third con 
ditions are quite obvious 

But before atte mpting to test or 
idju t operating thermostat tem 
perature consult the manufactur 
ers manual for the make in hand 
because temperature tolerances a 
ll as the method of checking 
ind adjusting vary with different 
make 

Overdrying. This malfunction 
uggests that the user does not fol 


low operating instruction that 4 


4 
| 


he may clect too long a drving 
period for the type of fabric or, if 
the control is the tvle which co 
rdinates both time and tempera 
tu I} choose the wrong t 
t for the kind of fabri In thi 
ty] of mtro] tem, it is al 
possible that the operating therm 
tat is fault unproper! id 
usted 

Will Not Stop Qrdinaril th 
rauit nits ft 1 moperative t 
motor t fault in the wirin 
i 1 t po ib] t i 
itch hich trol t 1) not 
forget th that vith nt ] 
vherein both tim ind ten 
ful i co-ordinated th i 
runs only while the heat ott 
therefore, failure f this model to 
top may indicate that the oper 


iting thermostat do 
Noise and Vibration. Keep in 


und that dryer must 


not shut off 


MAY, 
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fectly level and rest squareiy on 
the floor. So, with noise com 
plaints, it is a good idea to check 
these details first. And in view of 
the simplicity of the mechanism, 
you can easily trace any other nois¢ 
or vibration to its origin. Noisé 
issociated with motors, belts, and 
pulleys were fully covered in the 
conventional washer installment 
November, 1956 


point in wasting spac here for 


and there is no 


recapitulation 

But in dealing with noise com 
plaints in the blower of a dryer, 
remember this: if 
impeller for th 
haven’t one in stock, don’t reinstall 
1 damaged impeller as a temporary 
measure pending receipt of a new 
one, for an impeller with a broken 
blade—or any other deformity which 


vou need a new 
blower, and 


would upset its dynamic balance 

will vibrate violently and may do 
erious damage to adjoiming parts 

Objectionable Condensate. Ox 

casionally, you may come across a 
basement installation where the 
customer complains that whenever 
the drver is being used the water 
pip overhead drip wate! i 
though their seams had split, plot 
ting a perfect pattern of the pipes 
in puddle along the basement 
floor. This means, of course, that 
because of poor ventilation — the 


humid exhaust air from the dryer 


is conden ing on the cold water 
pipes and the condensate is drop 
ping to the floor 

If better ventilation for the room 
cannot be provided, the onh al 
ternative is to vent the dryer to 
the outdoor But in some such 
cases. you may find that the cu 
tomer is one who elected not to 
pend a small additional sum for 
venting at the time the dryer wa 
installed and may still be unwilling 
to have it don l'o them explain 
what is happening 

uggest the remedy without a high 
pressure effort to ell a venting job 


imple term 


ind stop ther Usually, the m 
ture dri up ma day or so and 
most users will accept your 
planat 1 vith Te iit 
tinue using the dryer a t f 
ne eopl mt th th 
drvers t tak th it ! n ti 
loth ind h if nt 
ment f] oO! yu Tl just ha { ] t 
Clit 
Inoperative Lights. 1! 
{ th | rhtin it 
‘ , ' 
| l ! Re j 
thy ; ‘ t fy ; hy ; 
icce 8) art 
t \ i exam 
heht vlhich uninate t if 
f th lind ta t i 
lid I heck th do t 
lin t befe testin th 
bul f th latte 1! hat 


Continued on page 11¢ 
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you cut —" 
service call-hacks 


with SP 


replacement 


belts 



































—— ph 
<cpAAAAAAAR MAAR ALARA 
THESE FACTORY SPECIFICATION PARTS ph ’ 


FOR RCA WHIRLPOOL APPLIANCES pO ae 
ARE MADE RIGHT TO FIT RIGHT, i 
WORK RIGHT... WITH ONE CALL! 


Service call-backs caused by inferior parts cost you money, 
waste your time, and jeopardize your service reputation. 


replacement 


But, when you install Factory Specification Parts in gears 


RCA WHIRLPOOL appliances you can be sure they will 
do the job. They are designed and engineered es- 
pecially for RCA WHIRLPOOL appliances. They are made 
to meet the toughest specifications in the industry. 


You can protect your valuable service reputation, 
keep your customers happy and satisfied — every 
time you install Factory Specification Parts in 
RCA WHIRLPOOL appliances. See your authorized replacement washer - 

spin tubes 1 


RCA WHIRLPOOL distributor or A.P.J.A. parts job- 
ber now — and cut costly service call-back losses 
with F.S.P.! 


[FSP] 


Factory Specification Parts for 


| ) Whiulpool APPLIANCES 


meet the toughest specifications 
in the industry 










* Tmk 


Service Division, WHIRLPOOL CORPORATION St. Joseph, Michigan 


Use of tredemerks A ond RCA authorized by trodemerk owner Bodie Corporation of Americe 








ELECTRICAL MERCHANDISING—MAY, 1957 PAGE 115 






Anyone can deliver the largest appliance... 









, 


7 with an 
































because it balances the load/ 


PITY THE POOR FISH who's never used an Easload 
Appliance Truck. He’s working too hard! 
EKasload balances the load easily 














TAKES *¢ THE STRENGTH 






: (* and safely, puts very little A 
4 \ weight at the handles. One man de , 
can pick up or deliver 800 lbs “keys foe) 






easily. Large wheels with cush 
ion or solid rubber tires swing 
forward to load, backward to 
lock in balancing position 
Web belt ratchet-type 
cincher rubber- covered, 
all welded tubular steel 
frame Only $57.50 


F.0.B. Los Angeles 
_ 2 apd _— Slides 












COLSON EQUIPMENT A ‘ up and 
& SUPPLY CO. yw down 
1317 Willow St., Los Angeles 13, Calif stairs 






LASLOAD 


APPLIANCE TRUCKS 


LOOKING FOR A LINE 
OF PRODUCTS THAT 
WILL SELL IN VOLUME 
WITH REAL PROFIT ) 


MARGINS? 
PREMIER heavy-duty vacuums and floor machines are it! 


With a complete stock of vacuums and floor machines in 
both portable and heavy-duty models— PREMIER satisfies 
all cleaning requirements with economical, simply-operated, 
adaptable equipment. Your customers are buying Premier 
machines why don't you sell them? 

Paemienr offers you an established name in the market, a 
high quality line of machines and tools, fast delivery, and 
advertising support —all of which means easy and profitable 
sales for you! So why not investigate the whole story? Fill 
in the coupon and mail today! 





































Gordon L. Bowman, General Salea Manager 

The PREMIER COMPANY 

Dept. sot 755 Woodlawn Ave., St. Paul 1, Minnesota 
‘5 Gerrard St. West, Toronto Canada 
Please rush me free information on the 
products and how Preminrs 


complete line of PREMIER 
can produce profits for me! 
*RENIER 
I af , ; 
athe 
Address 
City State 


ALL PREMIER machines are lated, U.1 snd Can. Stand, Assn 
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nore troublesome to reach in some 


The Final Test 


Try thee ourse of your work if 
have had to disconnect the 
( ) en move it make sure 
that it rounding connection ha 
not osened In armored ible 
istallations the machine is usu 
il grounded to the cable armor 
through thre ible connector 
Hence if you slide the machin 
ibout very much while working on 
it you may unintentionally loosen 
the cable connector 
With nonmetallic sheathed ca 
ble installation ome local code 
quire a t px ot ible with a cp 
irate ground wire in it; in yr 
oth localitie it is permi ible t 
‘round the machine to the neutral 
re of the upph circuit 


No matter how crowded an ap 
pliance firm is there’s always room 


for unprovement 


i i remem be that thi 
Te mnection ha but one 
p to make the dt hock 
pro f So don't ever light th 
ta | k at the connection and 
I ure it is tight before you 
thy 
() i | ul 1 not ha t 
l bhp itu fest unt | 
i dence of overheating 
thi ustorne omplain ot 
temperature irregularity Ol 
Ctl ha ‘ ran turbed thr cont ol 
ilibratin devi Neverthel 
in fl nachine long enough to b 
that it heats and set the timer 
war enough t¢ the off sition 
that mu can afford to wait until if 
hut ff utomat i] lend 





YOU HAVE A FINE PRODUCT, YOUR PRICE 
1S RIGHT, AND YOU'RE A GOOD OUTFIT TO 


DEAL WITH SO I'M PLACING THE 
ORDER WITH A FRIEND 


MAY, 
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Quick 
easy way 


to make pipe connections 


FOR WASHERS, 
REFRIGERATORS, 
AND OTHERS 


DRIERS, 


Model CT—with flared joint 
for copper tubing 








Model ST~ 
for pipe connections 


SKINNER-SEAL SADDLE TEE —for mak- 
ing pipe connections. No pipe cutting or 
threading. Only one bolt to tighten 
Quick, easy. Cuts cost. For installing wash 
ers, driers, gas refrigerators, heaters, 


etc. Write for circular 


Approved by Underwriters’ Laboratories, Inc. 


M. B. SKINNER CO. 


SOUTH BEND 21, INDIANA 





STEAM IRON 
CLEANER 


Sug. Ret. ‘| 


STEAM IRONS 
Need 
Cleaning, too! 











Removes 
cB Cloiin; 


LT fall vise wane | 
. J 
i 
Neale 
@ Perfect for hard water areas 


@ Safe 


@ Tested & recommended by 
appliance manufacturers 





odoritess . . easy to use 





NATIONALLY ADVERTISED in 
PARENTS, LIVING, etc. 








Used & sold in leading a anee serv 
i ata neat m aat t ant 

| Order from your jobber. write for 
name of nearest supplier Jobber in 


Fe 
FAST CHEMICAL PRODUCTS CORP. 


Yonkers N.Y 


65 Page Avenue 
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Smart looking displays of electric appliances are located where 
Graybar Appliance 
manager Richard Erlanger discuss merits of work-saving kitchen items. 


stimulate store traffic. Here, 


chandi e 


they will attract customers, 
Sales Manager Fred Meyer and store mer 








Timely omy hold old customers and make 
new ones, The Katz Company maintains a modern, 
spacious ‘store, and features fast-selling electric 
appliances in well lighted display cases 





What’s new in the field? 
of discussion between 


This is a favorite subject 

Fred Meyer and Richard 
Erlanger. Like most Graybar Salesmen, Fred's 
long experience with the products of many manu 
facturers makes him a prime source of ideas and 
suggestions. 


“Grayhar Service and assistance is invaluable 
in building our appliance sales” 





. a ¥ ” e 

° 

o 

. 

. 

+ 

. 

. 

. 

* 

° Richard Erlanger has been a 

e member of the S & N Katz Com 
pany for 10 years, Merchandis 

. ing Manager for the past two 
years. He particularly likes the 

” frank, friendly assistance ren 

e dered by Graybar personnel. His 
present Graybar salesman, Fred 


7 Meyer, has 
Katz Company 


been serving the 
over SIX years. 


© 
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says: Richard Erlanger, Mdse. Mgr. 
S & N Katz Company 
Baltimore, Maryland 


“Although we’re known primarily as jewel- 


brisk electrical 
Our unusually 
discerning. They for quality 
merchandise and a high regard for brand 
name 


ers, we do a business in 


housewares. customers are 


have an eye 


items. 
“That’s why we do business with Graybar. 


Graybar is our most convenient, 


source for the nationally advertised elec- 


trical appliances that our customers know 
and want. 
“Sunbeam, 


Toastmaster, Universal, G-E 


Telechron, are only a sampling of the famous 






Your Customers WANT the popular appliances... 


GRAYBAR ELECTRIC CO., INC. 
Executive Offices 
Graybar Building, 420 Lexington, Ave., 


New York 17, N. Y. 


1957 


single 


brand name appliances furnished us by 
Graybar. 
“Naturally, 
saves us a lot of paper-work and confusion 
learned to 
Graybar deliveries, 


ordering from a single source 


And as we've rely on prompt 
there’s no need for us to 
carry a heavy inventory. 

“T like Graybar’s personalized service. Our 
Graybar He keeps 


me up to date on new products, prices and 


Salesman calls regularly. 


promotions. In a competitive business like 


ours, | find this kind of service and assist 
ance almost invaluable.” 651-65 
IN OVER 130 


PRINCIPAL CITIES 


PAGE ty, 
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‘Another 
First 

by 
Chromalox 


New Wrap-around water heater ele 


ments feature both terminals at one 
block, 
spring loaded mounting for better 


end, free floating terminal 


contact, Line is simplified so thot 


seven standard heaters and four / 


standard extension straps fit all 14 
16-18 and 20-inch tanks 


RANGES—Chromalox Microtube™ Surface Units let you service 98% 
of the range openings with only 4 adapters and 2 units! To install, 
insert unit in the adapter, attach hinge loop through hinge hole in 
coil support. Insert the reflector and unit is ready for connection, 


© 


MICRO-MAGIC®—You can deliver faster-than-flame performance 
to any electric range when you install the powerful 2600-watt Micro- 
Magic Microtube. Fits the large opening on all electric ranges. Look for 
repeat business with this item. Customers will want the entire range top 
modernized with Microtubes when they see this powerful performer. 


= 


WATER HEATERS—Chromalox is the only supplier that gives you 
Immersion type units and thermostats for ALL domestic water heaters. 





There's a flange to fit all tank openings. Just two types—single or 
double throw 
immersion, clamped on, screw mounted. And they're the same ther- 


thermostats do the entire job of replacing all types— 


mostats as used on most heaters as original equipment. 


Service more electric ranges and water heaters 
with standard Chromalox’ replacements 





Genuine Chromalox replacements are the standard line with 
profit-conscious servicemen everywhere. That’s because 
Chromalox delivers these four big-profit-building advantages. 
PERFORMANCE —Chromalox replacement units are built by 
the world’s leading electric heating specialists. They are used 
by the nation’s leading appliance builders as original equip- 
ment. Chromalox quality means satisfied customers. 
INSTALLATION —Chromalox replacements install quickly, 
easily. Service time is cut to the minimum, every job is clean 
and neat. 


Get them all on one call from your Chromalox Distributor 


118 


INVENTORY —Stocking problems, and top heavy inventories 
don’t exist with Chromalox replacements. Your money is not 
tied up in slower moving items. Completely flexible and inter- 
changeable items put you in business with only a small 
investment. 


AVAILABILITY— Chromalox replacement heating elements are 
available from more than 600 distributors who maintain good 
back-up stocks to fit your needs. There’s one near you. 


Edwin L. Wiegand Company 


7525 Thomas Boulevard, Pittsburgh 8, Pa. 


c-22c0e 
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Masse 
HOLLIWOOD Frozenfood Oven 


Finders Mfg. Co., 
3669 S. Michigan Ave., 

Chicago, 15, Ill 

Device: Holliwood frozenfood oven 
No 

Selling Features: 
turn 
ing time is reached; pilot light indi 
itor indicate 


Automatic timer 
unit off when required cook 


when unit is on 


element top and bottom 1000 


watt 1.( 110-120 volt easy to 
lean; chrome and black finish 
Price: $29.9 

es | __ [ 

iv ; ae, , 


mm | 
— —_ 


QUICFREZ Refrigerators 


Quicfrez, Inc., 
Fond du Lac, Wis 


Models: Quicfrez 1957 refrigerator 


line featu two 12.1 cu. ft. unit 
in Imperial or Standard model 
ith refrigerator ranging from 
i to 12.1 cu. ft. size 
Selling Features: Imperial 12B 
has 12.1] u. ft. capacity hold 
6 lbs. frozen food pushbutton 
iutomati defrost butter and 
heese Kkceper, egg torage helt 
Handi-dor helve Chil-tra 
egetable crisper; adjustable pull 
out helt interchangeable color 
pane! 


Imperial 102K has 10.2 cu. ft 
capacity, holds 36 lbs. frozen food 
ind all other features of 12B 
Refrigerator freezer 
ORF 86A has an 8 cu. ft. refrigera 
tor and a 6 cu. ft. freezer 
partment; interchangeable 


combination 


col 


color 


ELECTRICAL 


APPLIANCE 
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panel; automatic defrost in 
frigerator compartment freeze! 
tores 210 Ibs. frozen food, Othe: 
models in Stylist No 
12A with 12 cu. ft. capacit 
Stvlist 102G with 10.2 cu. ft 
capacity; Stylist 81G with 8.1 cu 
ft. capacity and Custom 8A with 


8.1 cu. ft 


line include 


capac ity 








DORMEYER Portable Mixer 


Dormeyer Corp., 
Kingsbury & Huron Sts., 
Chicago, 10, Ill, 


Restyled 


ible mixer, 9500 


Device: “Dormey” port 


sCTICS 

Selling Features: Has 9 full-powered 
only 8 in 
handle, easy to use, 
tands upright on end so beater 
in drain back into bow); available 
in pink, turquoise, yellow or white 


peeds long, easy to 


easy to stor 


r¢ le iS¢ 


iutomatic beater 
Price: $19.95 






—— 


SUNBEAM Ironmaster 


Sunbeam Corp., 

5600 W. Roosevelt Rd., 
Chicago, 50, Ill 
Device: Sunbeam Ironmaster auto 
iron. 

Selling Features: After reaching de 
ired te miperature thermostatic con 
trol accurately maintain 


mati 


heat over 


entire surface of aluminum sole 
plate; weighs 2 Ibs.; has easy-to-see, 


easy-to-set thumb-tip control to dial 
orrect temperature for any fabric 
ilk, wool linen 
button nook: only 
Price: $11.95 


rayon cotton of 


1100 watts ax 


1957 
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MIRRO-MATIC Frypan 


Mirro, Inc., 
Manitowoc, Wis. 


Device: Mirro-Mati 
pan 


1utomatic try 


Thick 
completely Ww 
mersible; heating element fused to 
bottom of pan 


Selling Features: stamped 
iluminum pan is 
with automat 
thermostatic heat control unit built 
into detachable plug which auto 
matically regulates temperature of 
pan; square shape, 11x11 in. with 
} in, depth; holds almost a gal 
liquid; adjustable cover vent for 
controlled browning; cover knob 
feet and handle of heatproof plas 
tic; cooking guide 
handle; temperature control dial; 
ignal light on control goes off auto 
matically when pan is correct tem 
perature; illustrated cooking guid 
ind TeCi pe book 
\luminum cover optional 


marked on 


also furnished 





MAYTAG Refrigerator-Freezers 


The Maytag Co., 
Newton, lowa 


Models combination “Double 
Decker’ refrigerator-freezers in 
1957 line 


Selling Features: Available in 14 o1 
18 cu. ft. sizes 
vides 9.2 cu, ft 


ation section; 


larger model pro 
torage in retriger 
2 hydrators, one in 
cabinet for leafy vegetables and an 
other in door for smooth-skinned 
fruits and vegetables have humidi 
ties of 95 and 80 percent respec 
tively; anodized aluminum shelves 
glide out on noiseless, nylon rollers 





ANNA A. NOONE 
New Product Editor 


to climinate bending and reaching; 
meat keeper holds up to Y Ibs. fresh 
meat; refrigerator door has a bottle 
rack, a 3 qt. juice dispenser, a 24 
unit egg keeper, a butter keeper and 
i chees¢ keeper 

In freezer refrigerant 
tubing is brazed directly to under 


section 


side of each shelf permitting fast 
freezing of all food placed in direct 
contact helf; 
ized ICC ovel sized ice 


with any 3 regular 
trays; an 
tray located on wait-high upper 
shelf; frozen dessert bar in bottom 
keeps ice cream and sherbert at 
ready-to-dip temperatures; door has 
space to hold up to 20 six-oz. fruit 
juice cans, a Stor-well for pre-pack 
iged frozen foods, a snack bar shelf 
that holds 6 containers for left 
overs; automatic temperature con 
trols insure that opening one se 
tion will not affect temperature 
automatic “‘detrost 

ystem 
unit has 


of other; on 
ing” control; refrigeration 
has 4-year warranty; entire 


l-vear warranty 





GIBSON Chest Freezers 


Gibson Refrigerator Co., 
Div. Hupp Corp., 
Greenville, Mich 


Models new Gibson chest freez 
ers, Ck-21C and Cl-17¢ 
Selling Features: Cl-21C has 2) 


cu. ft. capacity and holds up to 

lbs. frozen foods; Ch-17C has 
68 |b capacit n forage pace 
of more than 16 cu. ft.; both models 
ire 334 in. high with a cabinet 


depth ot 
gray interior 
Both have 


ment 


734 in. frost peach ind 


fast treezing compart 
baskets for con 
venient organization; interior light 


movable 


when counter-balanced lid “floats” 
open at touch of handle; handle 
locks when lid closes; aluminum 


interiors; shell-type static conden 
sers; larger unit has Guardian light 
in cabinet that stays lit to 
show temperature is correct 

Prices: CF-21C, $519.95; CF 17¢ 

carries an open list 


base 
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White-Glass or 
Zinc-in-ized 
Lining 


While, 
WATER HOTTERS 
aulomate waler healers electric Or gas 































The ‘smart money'' is switching to WHITE—the water 
heater line that has everything! Dealers know the terrific 
advantage of being able to offer either gas OR electric 
models, round OR table top styles, White-Glass OR Zinc-in- 
ized lining, 5-year OR 10-year Protection Plan, in a full range 
of large OR small sizes 


You'll find other advantages, too,in handling WHITE water 
heaters—proud product of a concern that has specialized 
for more than 27 years. Generous mark-ups. Powerful 
promotions. Prompt shipments. An ‘‘on-its-toes'’ service 


department, And, topping it all, friendly folk to deal with! 


Phone, wire or write your WHITE distributor—or Middleville 
TODAY 


WHITE PRODUCTS 
CORPORATION 


MIiDOLEVILLE MICHIGAN 

















WESTINGHOUSE Refrigerator 


Westinghouse Electric Corp., 
Appliance Div., 


Columbus, O 

Device: Westinghouse 9.1 cu. ft 

pu hbutton iutomaty dctrosting 
frigerator PK 91 added to 19 
in 

Selling Features: lb reezer, which de 


frost vithout remo or damage t 


frozen food. hold ; lb 


I moti 
14 lbs. frozen storage area available 
in cold storage tra oft blue in 
terior with gold trim: adyjustabl 


forage helve can he raised 0 


lowered: full width humidrawe 
meat keeper holds 16 Ibs.; door h 
+ helve for tormeg up to t 
cyy | regular ind |) big-bott!l 
helf; has room for 12 qts. milk 
Price: $269.95 





MAYTAG 1957 Freezers 


The Maytag Co., 
Newton, lowa 


Models: Maytag 1957 


includes 4 uprights and 


freezer line 
> chest 
Selling Features: Uprights are avail 
ible in 12, 15, 19 and 25 cu. ft 
izes; chest models in 9, 16 and 22 
u. ft 

Upnght models feature space-say 
ing design quick freezing through 
out the box—refrigerant tubing 1 
brazed directly to bottom of each 
helf as well as in top and bottom, 
much food to be quick 
frozen as can be placed in direct 


ontact with shelve 


permit iS 


ind more even 


torag¢ temperature ire main 
tained 

Additional door torage for food 
ilready frozen includes an_ ice 
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m bar that hold 
it casy-to-dip temperature rach 


up to 24 


for small, round fruit juice cans and 
Stor-Well in lower part for 
up to 6: 


nack bar tray located at top of 


| 
tandard-sized packagt 


freezer door contains 6 plastic jai 
for leftover oups and sauce | 


piece construction pec iall d 
igned door latch year warrant 


on food spoilage year warrants 


m refrigeration system; 1-y va 


ranty on entire freezer 
Chest models combine cthcier 
of a radiant condenser and an 


ooled compressor to reduce Op 
iting cost refrigerant oul if 
tached to all 4 sides of interio 


liner: maintains zero temperatur 


for storage and drops to minus | 
for sharp freezing; 16-ft. model 
tak no more floor pact than 


former 14-ft. model divider pr 
ide 4 bottom 


1 rt mode} 


compartment te 


imu il divide I 


n 16 cu. ft. model separate line 
inte compartment +-slidin 
baskets at top in 22-cu. ft model 

baskets in 16-cu. ft. 1-piece lid 
meshe with tripl fold gasket 


feather-touch latch mechanism re 
lease clf-raising lid at. slightest 
nudge miterior light lid has lock 


Cul Varrant On COMIpre Ol | 





=s-es @ 
BLENDAL Blenders 


National Blenders, 
97 Pasadena Ave., 
So. Pasadena, Calif 


Device: Blendal peed blend 
No. 77 

Selling Features: Grinds, blend 
liquefic powders, shreds, chop 
mixes, grate whips, mince 


creams, churns, purees, haves, et 
speed fins; flat 
container with removable 


features includ 
bottom 
knife assembly; fits wide 


shatterproof 


mouth 
plastic 
to clean; stainle 


canning jars 
contaimer 1s cas 
motor 


tecl kn neoprene 


mount provide floating powe! 


over 4 h.p. motor; 56 oz. capacit 
lockable remo' ible, ] oz. measure 
ke ikproot Cove! 

Price: white base, $44.95 hrome 
copper or gold enameled bas 


$49.9 
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NEW PRODUCTS 





VERNOIS Built-In Range Units 


Mt. Vernon Furnace & Mfg. Co., 
Mt. Vernon, Ill 


Device \ built-in electri 

nd I} ill uurfac unit 

Selling leatures Broilmastei 
t low broil or 


ham o1 
ivallable in 
model bake 


irhi¢ VO no need 


for broiler; ga 
nod tomatic Robertshaw 
t mp if ntro clectric oven 
has P t t t maintaming 
if ) 1 tempcratur 
t top u nts consist of 
+-burner unit plu 
la i 1 ddle; electri 
Dur tT DUNC! unit ilso 
ila l lable Ili Op 
perton te porcelain enamel 
itin ch 1a combination 
of bl or turquois 
unt } ! Wn |i 
(Ot feat incl | 
In-1 tin i clf-starting 
elect h iutomatn ontrol 
tim ninute minder; pilot 
ht ! ven heat is on 
unt t ye! nclude 
Lobert al kye aut 


ia t I on one burmel 





PHILCO Air Conditioner 


Philco Corp 
Philadelphia, Pa 
Device: Phil portable air condi 


hom Bantam | No A852 d 


Selling Features: A carry home 


instal] yurself room air condi 
tioner; a 74 amp., 3 h.p model 
packag i irton with handle 
for irving vill fit room 
0 t msumer 
eigh if | in high 
+7 a cp ha i 
tot ya f } u. ft 
t if | vith 


hits double hung vindow pe 
kit available for installing in case 
ments; installation is a 3-step pre 
edure—a screwdriver, wrench ar 
ill tools needed 

Price: $249.95 


>? €= 
eee 


€ 


- Dermtinieny 


DOMINION Table Stove 


Dominion Electric Corp., 

Mansfield, O 

Device: Dominion iutomatn 

double-burner table range No 

1437 

Selling Features: Fingertip rang 

type dial switches to both super 
peed tubular sealed clements ar 

thermostatically controlled to pro 

vide controlled heat settings from 
immer’ to “high chromeplated 

DUM! por clain top whiite 

enamel base 


Price: $19.9 








— a 
re 1S 
> 4, 
d®> e 
' - 
th 
i SA | 
i e 6 ‘e te) Pi 
4 — — fh 
7 
Ss 
—_—_—_ ee “Ls 
CALORIC Ranges 
Caloric Appliance Corp., 
Topton, Pa 
Models: Caloric deluxe gas rang 
line 
Selling Features: “On erie 
ivailable in 30, and 364n vA 


features newly designed backguard 
with concealed oven vent, built-in 
electric clock with sweep second 
hand, easy-to-set timer; conveni 
ence outlet; Fluorescent lighting 
lop burners are ‘Tri-Set 12,000 btu 
type with click-stop controls for 
high heat, simmer and keep warm 
plus range of cooking temperature 
from high to low; ‘Thermo-Set 
optional; ovens have fiberglas insu 
lation, oven window, interior light 
oven-trol combining heat control 
with automatic pilot valve 

Hi-low smokele: broiler with 
removable doors; removable por 
celain enamel top-burner dnp 
trays; removable ‘Tri-set burner: 
porcelain oven and broiler lines 
non-tilt chrome oven rack 
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Sem! Automatic 


White-Glass or 
Zinc-in-ized 
Lining 


Folly Automatic 


=: 


WATER SOFTENERS 
frilly aulomate and. semi-aulomaie 


go right! go White! 





Farsighted dealers who want more and better business 
NOW and in the years ahead are climbing aboard the WHITE 
Water Softener “band wagon."’ 


For here's a product that's NEW—with a big, wide open 
TODAY-market—built by one of the best concerns in the 
industry, specialists in domestic water supply since 1930. 

With the WHITE Water Softener line you have the advan- 
tage of either automatic OR semi-automatic models, round 
OR table top styles, White-Glass OR Zinc-in-ized lining, 
5-year OR 10-year Protection Plan, large OR small capacity. 
And every one a good profit-maker for you! 


Phone, wire or write your WHITE distributor—or Middleville 
—TODAY. 


WHITE PRODUCTS 
CORPORATION 


MICHIGAN 












warmth 



























































blanket come 





iVailable cparat 


Dormeyer Corp., 


Chicago, 10, ill 





both model 


NEW PRODUCTS 


Wa hi ible 


Tose 


ol 
i 


; 


iff 
in blue, yellow, 
Ss green; sheet in yellow, white or 
Prices Blanket nel ontr 
+9 dout ntrol +41! 
heet n ntrol 1.95, d 
hle-contre 
QUICFREZ Freezers 
Quictrez, tnc,, 
Fond du Lac, Wis 
Models (uictrez 19 freezer tin 
mclhude upright freezer i 
+ chest model piu the Ouictrez 
twill match d etri ratol mad 
upright freezer both of which at A. C. Gilbert Co., 


New Haven, Conn 


Kingsbury & Huron Sts 


GILBERT Griddle 





DORMEYER Mix-Maid 





Selling Features QUISC up Device: Gilbert automatic electri 
right treezer has 18 cu. ft. « ipacit idle +110 to match the Gil 
tores up to 630 Ib t.1 sq. ft bert Dutch Oven 
helf area; 6 freezing surtac Selling Features: Detachable the 
meaner helves; interchangeabl nostatic control; immersible; 1624 
ws Per q. in. cooking surface; 47 cup Ca 
No, QUIS ha 4 u. ft it rease trough; cast tn, Do 
capacit hold Y) Ib rrOzen no-stick” cooking surface; dial type 
food; 19.9 sq. fl nen area; ¢ thermostat control has temperature 
freezing urface } Handi-dor range of 120 to 420 deg. F. makine 
helve INCETChANngeans Ow rriddie ideal for searing, dry frying 
panel : of meat par ike et turquoise 
Chest model QU7G h ". finish bakelite handles; detachable 
ft Capacity hold IS Ib yption for $3 extra 1300 
tt, QOuictrez compartment ifet H 
! 
counterbalanced lid; built-in ke , 
lock varning light: dr il " Price | omplete vith control 
truction ntrol unit (}() 
(Chest model © (, hia 
rt ipacit hold ( 
ha ; tl tt i! ' t | | 
model | hy 1 tt 
ipa if hold + 
Chuicfrez twin itch 
ft retr ;'£ ~ 
1. ft i hit tye lia | 
! iD t } 


Device: Dorm ) | Mix 
: Maid Ni P/U 
SUNBEAM Bed Covering 

Selling Features: Low priced model 
Sunbeam Corp., with best features of high priced 
5600 W. Roosevelt Ave, model 9 full powered speed for 
Chteage, 98, 18 every task from folding ingredient 
Models: Sunbeam ontrolled com to highest for whipping cream 
fort’ blanket and sheet provide iu hghtweight portable mixing head 
tomati varmth for use as portable, tand upright 
Selling Features: Both have “big can be balanced on end like an 
dial” bedside control that glow iron when not in-use iutomati 
in dark and automatically main heater release—a touch of lever and 
tains same gentle warmth during beater nap free; comes with 
ill room temperature chang i opal glass mixing bowls, 2 nickel 
room temperature falls, control chome beaters, 6 ft. rubber covered 
unit sends enough warmth into cord, 110-120 volt a.c.-d.c. motor, 
blanket or sheet to keep body white enamel head and turntabl 
temperature constant, when tem tand; cookbook 
perature rises control allows lk Price: $29.95 


fan; 
ven- 
not a 
joists, 


ventilating 
use 3 round duct—a 
that fan 
installation 

tuds easily ac¢ 
hammer 


ceiling bathroom 
iti 


uses a 


can 
tilator 
blows oe 


ind 
to 
omplished 
white 


header or 
vith 


{ namel 


ind = nal 

11 
nap-on grille; quiet 
Price: $19.25 


i= 
~o 


EUREKA Cleaner 


Eureka Williams Corp., 
Bloomington, Ill 


Model: Eureka low 


priced canister 








cleaner “Special Roto-Matic 860 
Selling Features: Available in ini : 
’ “ REX Window Fan 
descent vellow and gra t-wheel 
dolly permanently attached to bot Air Controls, Inc., 
tom of cleaner Attach-O-Mati 2311 Superior Ave., 
clip-on tools include new rug Cleveland, 14, Ohio 
nozzle with long floating brush Device: Rex 20-in ynbination 
that can be locked into extended portable-window fan No. 207 
position for use on bare floor Selling Features: ‘I'win carrying 
h Pp 650 watt motor; ball be i! handle can he idju ted to in\ 
ing swivel wheels; light vinyl swivel window thickne lowering win 
hose; throw-away paper dust bag dow between rubber-cushioned han 
double vinyl bumper protects furni dles locks fan into position. no 
ture; new suction adjuster located crews, clips, sid panel or other 
in metal end of hose; weighs 174 fastening devices required; fan 
Ib ittachment +4 |b hag released by raising window: eas\ 
ug tool optional $1. extra to turn fan around to change air 
Price 549.95 complet vith pices flow direction; 4 wide | piece ilu 
ct of deluxe cleaning tool minum blade , rivet » oil] 
| nt and back 
> 
/_ @ 
= one 
UNIVERSAL Table Stoves 
Landers, Frary & Clark, 
New Britain, Conn 
Device: New line of tabl tove 
now available in choice ot + color 
Selling Features: Turquoise, pink 
vellow ind white baked enamel 
with chrome are available in single 
ind double Universal units; singh QUAKER Wall Furnace 
model has a 1000 watt element Quaker Mfg. Co 
double model has a 1000 watt and 1147 Merchandise Mart, 
1 650 watt element: multi-therm Chicago, 54, Ill. 
ntrol provide 1 range of heat Device: New built-in oil fired wall 


immer to high 


from low 


furnace No. RH 65 
Selling Features: Has 65 Btu 
output; features Distributaire pack 


UUU 


ige—a complete prefab plenum and 
duct system that delivers warm 
forced air into 5 or more room 


through ceiling registers; side wall 
or back wall register 
Smokeless” 
burner 
for clean operation and efficiency; 
available with manual control or a 
modulating type thermostat or a 
Minneapolis-Honeywell decorator 


also ay silable 


vaporizing pot type 


has automatic air booster 





BROAN Fan 


Broan Mfg. Co., Inc., 
Hartford, Wis 


round wall thermostat, all factor 
Device: Broan bathroom ventilating installed. Overall dimensions 25 
fan No, 600 in. wide, 523 in. high and 2¢ 
Selling Features: New 6-in. wall o1 n. deep 
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a 


“Pranchose of lhe Jute 


TODAY! 


You'll make MAXIMUM PROFI/IS O 
in the modernization BOOM as a 
Hotpoint Custom-Kitchen Specialist! 


gy 





Don't pass up this high-profit, skyrocketing opportunity. All you need is a 


) good name —a good organization —and the complete ‘package’ offered only 


by Hotpoint. Adding Hotpoint Custom-Kitchen sales to their business has ee 
it doubled the income of dealer after dealer! 
) Find out about the Franchise of the Future—the only franchise that gives you f 
\) all of these advantages 
iD) lL Nationally-respected appliances unequalled in acceptance, quality, variety—and 


ease of installation 


\ 7. Profitable arrangements no with cabinet and accessory manufacturers--AND with 


local sub-contractors—all arranged by your Hotpoint 
Distributor! 





3. Kitchen Planning Service ae eo to make you the outstanding kitchen modernization 


authority in your community 


4. Powerful merchandising and advertising materials © bring you a steady 


flow of prospects 


5. Versatile finance plans Ho Bee 4 for you and for your customers 











Send for your free copy of “The Connecticut Story 
the documented facts about the Hotpoint Custom 
Kitchen Specialist Program. Don't delay—get your 


Franchise of the Future’ today! 










Write to 


Hotpoint Company, Builder Division 
5600 West Taylor Street + Chicago 44, Illinois 


AUTHORIZED 
CUSTOM-KITCHEN 
SPECIALIST 


\ 
Y 
» 

A Hotpoint m, Clee / 


Fe PZ) 
ZOOL 


SS ™ — - — 


~ 
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JOIN THE 50,000 PROGRESSIVE 
READY TO MODERNIZE WITH NEW 


ver 50,000 TV-radio service dealers 
already have asked for the new General 
Klectric shop plans (above) that were 
specially developed for the independent 
technician. Dealers in every part of the 
country know that today’s growing 
market for service, calls for improved 
facilities...and that proper planning 
saves space, costs, time, and labor. 


You too can modernize for the in- 





creased volume that lies ahead... by 
following the practice of other progres- 
sive technicians, and using General 
Klectric’s shop layout to equip your 
shop for top-efficiency service to more 
customers. Phone your local General 
Electric tube distributor for complete 
plans! They include dimension draw- 
ings and material lists, so a carpen- 
ter or builder can start work at once. 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 





SERVICE DEALERS 





GENERAL ELECTRIC —alhinnaary 





AND NOW 


ANOTHER G-£ BUSINESS-BUILDING, 
TIME-SAVING AID TO THE 


INDEPENDENT SERVICE TECHNICIAN... 


Most complete tube guide ever Published— 
the new edition of “‘Essentia] Character. 
istics’’! Over 1500 types, with descrip- 
tions, ratings, and basing diagrams. 
Pocket Size. See your Genera} Electric 
tube distributor immediately ! 


essential] 


“haracteristics 



































pecttull Mechanical Maid 
juminum filter 
Rubber-mounted 
icousticall: 
muffler 


moisture wringe! 


COM pre OI 
ibinet, dual 


multiple oil 


insulated 
quiet fan 


condenses mo 





d : ture from au 
Dictate-Air 


itioned to 


grilles may be po 


balanced, draft-free 


NATIONAL Disposer 


National Rubber Machinery Co 
47 W. Exchange %., 


Akron, 6, O 

Model: National “Ciutat . 
14, food waste dispose 

Selling Features: Quick-connect 
jifl mounting that dies ma 
thane in thick TELE wih p 
nog to chiminate me mid 0) 
hon power-surge reversin 
Micro-size nndin new albu 
one power pack contain mnplete 


minding elements and sealed hea 





dut motor 


SWANSON Clocks 


Swanson Mfg. Co., 
607 $. Washington %., 
Owosso, Mich 


Device: New line of 1 d wall 

clock 

Selling Features: Clock mn 
modern designs with a fa ) ae 

Ol 1] ill diam each design aval 


ible with finish of 
intique black di 
formed by usimeg ditter 


Oppel bra 


iumimum O71 





ign ire 
YORK Air Conditioners ent combination of metal bar ind 
York Corp di In place f wiumeral n 
Sub. Borg-Warner Corp chronou elf-starting movement 
York, Pa by Lanshire Co., Chicago guaran 


i 
Models: York 19 oom ain con teed tor a ir; each clock 


hippe a 


adit Hcl linne of | model feature omplet vith full i7C itl tallation 
( le ill Nu scents 1 1] ij | | template vl hi riake ili tallation 
\ lling heatures With (‘lean-A Cu for do-it yourselt proj t 
Sentry” feature, red light winks on Price: $15.00 per unit 

when permanent Mechanical 


Maid jlumimum filter need 
cleaning and = sta on until filter 
is cleaned or replaced these filter 
have pecial idhesive oatin 
vhich iwmsure more ettective re 


moval of dust and aiur-borne pollen 


( omplet line ranges in capacit 





from 4 t h.p.; models hay 
disposable tibre vlass filters, balan 
have Mechanical Maid ilum 
num hiters that may be leaned 
ind’ reused 

ileat Pum] model | ih 


| 1( OR Ne 


quipped for 


} and | h.p. capacit 
he iting b reverse 


DAYTON Fans 


peration; when outside tem 
tu moderately cold. room Dayton Electric Mfg. Co., 
yay | ‘ ned without firing fu 126 So. Oakley Blvd 
Chicago, 12, Il 
| ver S model | } | | Mode is ' 1?" . ilti-pu 
j mW | designed to operat puss ‘ ( ! 1" 
] \ ) rial davi 
t low ampera on Il volt tit N ‘ md I On 
, : elt.dr window { 
I RK and I. LOOL, also operate on lum na . MN 
|] It U t and I 1 
Plus capaci nodels E150 and Selling Features: Dayton in 
B200 have 14 and h.p ipacity multi-purpose fan in LSE i 
ind | ide cooling wher require i ulator r room ntiiat 
nents are larger than normal with idjustable fan head can tated 
14 ) and If OO Btu per hy | rat mm tubular steel base fo 


EW PRODUCTS 


direct or indirect cooling comfort; 


in also be placed to exhaust hot 
room air or pull in cool air; quiet 
20-in. blade powered by 3-speed 
1/15 h.p. Dayton motor delivers 
700/1800/1500 — cfm; 
tee] cabinet has fingersafe guard 
complete with 4-posi 


com pa¢ t 


m both side: 
tion switch and carrying handle on 
top; gray enam | finish; clear pla ti 
OVC! provided 

15-in ill-chrome utilit 
fan features 18-in. black plasti 
balanced blade that produce 240! 
delivery 


pe ( d 


30 h p 


1500 rpm fan motor en losed in 
D piece 194 finger 


tm all peed | 


hrome can 4 





ife blade guard; adjustable fan 
head swivels to any desired position 
on chromed base; 204 in. high; 
clear plastic cover provided 
Hi-volume belt-driven window 
fans feature 20, 24 and 30-in. high 
belt-driven with | o1 
built into 


teel cabinet with venturi 


\ olume bl ice 
motor 


peed rigid 
modern 
close-mesh wire guard can be r 
moved from spring clips for motos 
installation or cleaning; fits into 
in in. Or larger window or can 
be used it open attic windows; gre 


enamel finish 





\ 
‘ - 
hw 
BROIL KING 0 
Bede Me tor | 
BROIL-KING Slicer-Mixer 
International Appliance Corp., 
918-940 Stanley Ave 
Brooklyn, 8, N. Y 
Device: Broil-King chrom t 
mixer ymmbination No. 45! 
Selling Features blectri 
t | l ) yt li 
ly na ad I t v« t 
if thin Ill ti 
ivity f | | raised | perm 
»* it t id Trhiit 
t itch f in 1 mn 
ict i ip) J Ihe t fla 
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urface; safety food 
harpening stone included; 64 in 
blade diam. An easily removable 
motor for use as a detachable 3 
speed portable mixer, makes 2 
appliances in one 

Price: $49.95 


gripper ind 





QUICKLITE Charcoal Lighter 


Home Appliance Service Inc., 
2614 Wilson Bivd., 

Arlington, 1, Va 

Device: Quicklite electri 
lighter 


ch iT oal 


Selling Features: Placed in burnet 
ind covered with charcoal or bri 
quets, ind 
contact with circle of quicklite el 
ment plugged into 115-volt a.c. d. 
Quicklite provides a satisfactory bed 
in approximately 5 to 10 
min, after which it should be un 


making ure of good 


of coal 


plugged and removed from burnet 
Draft must be 
sults. 

Price: $5.95 


open for good I¢ 





ROYAL CHEF Grills 


Chattanooga Royal Co., 
Chattanooga, 6, Tenn 

Models: Roval Chef charcoal grill 
for 1957 include 


type moker unit equipped with 


electrically powered rotisseri 
Selling Features: Cylinder grill 
ind most braziers have Kwik 
I lik grid ontrol that instant! 
11S¢ rr low rid t iny of 
ithons mm ! nore | 
| heat regulation patio | 
feature inoth method fr heat 
ntrol called Select-A-Heat hy 
iT t 1a I pri ) i 
ith turn hi 
il | l lat 
to Alll | { | t i 
kin i iilabl | i if 
1 chromiumplat pit and a pa 
f pron nt t i to l le 
i roast l CVCTIadl 
pit ror hish 4 i ilso 
ivailabl 








MERCHANDISING 





wa that’s why they want the NEW QUIETER 





a“ 


YOUNGSTOWN KITCHENS Food Waste Disposers 


MAKE ADDED PROFITS ON EVERY SINK YOU SELL! 


Don’t consider a cabinet sink sale completed until you 
sell a Youngstown Kitchens Food Waste Disposer to 
go with it! So little effort yields extra profit dollars! 

It’s easy to sell when you talk up those special 
Youngstown features. Sell women on Youngstown 
Kitchens QUIETER operation that works so smoothly 
with less vibration than ordinary disposers. 

Sell men on its quick and easy installation... it 
works with city sewage systems and in most septic 
tank situations. Sell them on its sealed-in motor and 
warranteed parts that require less care. 

PRE-SELL Youngstown Kitchens Food Waste Dis- 
posers to customers who aren’t ready to buy a new 
sink just yet...install it on their old cabinet sink... 
transfer it later to the new...make extra profits! 

For full details, call your Youngstown Kitchens dis- 
tributor or write: Youngstown Kitchens, Division of 
American-Standard, Warren, Ohio, Dept. EM57. 
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Division of Amertcan-Standard 


WARREN, OHIO 


with all these 
added features 


Five year parts guarantee and one year service 
warranty! 4-Way grinding action files, mills, 
cuts and clips, Continuous feed. No load limits, 
no waiting, no separate loading. Self-cleaning 
action. Water and shredder keep Disposer 
clean and free from odor. Sealed-in motor 

trouble free, permanently lubricated. Remov- 
able, reversible, replaceable cutting teeth 
double the life. No-splash resilient top 
baffle prevents splashing. Release key for un 
jamming and Automatic Stop on motor pre 
vents overloading, protects motor. Vinyl sink 
stopper can also be used as plate scraper. 
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NORGE 


Aint Horeing Around! 


wee, al | 


SENSATIONAL 
New ay | Ranges 


Prove.-- 


























FROM THE TOP DELUXE MODELS TO THE 
*eeeccsees LOWEST PRICED MODELS... 
THEY’RE ALL 100% MATCHLESS! 


Every burner has a tiny individual pilot. Both oven and surface 

burners light instantly, automatically, when gas is turned on! 

Automatic shut-off stops flow of gas to oven if pilot light is out! 
100°;, match-less cooking is the feature America’s mighty gas 

utility companies have been crying for. So with the Norge line 

your sales opportunities are increased tremendously. Check your 

distributor for full details of local support. And see the other 

great Norge features: thermostatically-controlled 

Meal Sentry ,that automatically adjusts heat... 

electric clock timer...click settings for surface 

heats...giant 2414" oven...many more! - 





CAN’T HOLD ’EM DOWN... 


with the first completely Match-Less 
- gas range line in the industry! 
cc 

















See the hottest PROMOTION SPECIAL in range business! 


If you want to be in the gas range business on a competitive price basis in 
57 better see the red hot pricing on the low end of the Norge line! It’s mur 


~ 
yg 
os 
_— 


der--its match-less—it carries the customary Norge full dealer mark-up 


See the complete NORGE MATCH-LESS LINE for '57! ee —— 1_ d 


Call your NORGE distributor for information on all five match-less 
NORGE Gas Ranges for '57; with LOO iutomatic lighting, safety con 


clock-timer 











trols 
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PLUS ! 


HOT NEW COOKING SENTRY 
ELECTRIC RANGE LINE! 















TAKES ALL THE GUARD DUTY AND 
GUESSWORK OUT OF COOKING! 


Better surface cooking —better broiling — better baking 

more automatic—that’s the NORGE electric range 
story for °57! New Meal Sentry unit makes any pot 
or pan automatic. Sensing element automatically 
maintains perfect cooking temperatures. Foods can’t 
burn, boil-over, separate or stick. Call your NORGE 
Distributor for full information and pricing on all 
four models in this brand-new, years-ahead line! 





Your man with the plan will call on 
you soon...with the hottest product- 
promotion story in the Range Business! 











SHORT, SHORT LINE that gives you both gas and electric 


models to sell! 


SUPER FAST TURNOVER to keep your inventory fluid 


and fast moving! 








SCC SESE EES CHEE HE SCHEER EHE HERES 


Now NORGE steps out with hot 
new program for RANGES 


WATCH FOR THE MAN 
WITH THE PLAN! 


HOT PRICING—Promotional models that reverse an industry 
trend... building up price and feature-wise to the 
best planned step up in the industry! 


AND FULL RETAIL MARGINS— Whopping mark-ups for 


the dealer...small, medium, large...all dealers! 


MAY, 


eeeeeeeeeeeeeeeeeeeeeeeee 


® 


is The Dealer Profit Line 


BW NORGE SALES CORPORATION, Subsidiary of Borg-Warner Corporation, 







nworoe 





Merchandise Mart plaza, Chicago 54, lilinois. 
Canada: Addison's Lid., Toronto 
Export Sales — Borg-Warner International, Chicago 3, Illinois 
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WESTINGHOUSE TV Portables 


Westinghouse Electric Corp., 
TV-Radio Div., 
Metuchen, N. J 


Models cv tin, portable ‘TY 
ts 14119 141199 
Selling Features: 1 


ith models ha 


h bonded ¢ 


ii til l vot ‘) helt mictal 
mine that i | ilk ily iit 
vate ilcoho mad heat resistant 
14119 n (crulean blue 141199 

, ' ‘ 

Ht and pepp 1) deg. aluminized 
b4eu tu tub vith 15-tub 
I t | I2ZKV_ picture 

high itrast deo ci 

iif i j ! a i 
i | ti ! i 
! ny nt i 

i] ! ia thi mounted 
i 

j | lon 

r f if TT t ! T 
| if i winted it 

i | ! t tat | 
| f fin ne pictu 
{ filtey hy nti 

! ! thi ! nelud 
! mitomikl i 
} t it nat t 
Price t/ 





PACKARD-BELL Color Sets 


Packard-Bell Electronics Corp 

12333 W. Olympic Blvd 

65, Calif 

Models Pa hiira ih i] wustome « 
ILENE lot 1\ t 1 | | itt 


Los Angeles 


Selling Features: \lod Cl.) 


| 


Loin nsolett lable mom 
I 1 Or i ih finish 
model 21CC-l is a 2)-in nsol 
iVailable im mahogan Honia 
maple both models featur hard 
wood cabinet construction up 
power transformer, tull-range sound 
vith Yan oval px ike! ind new 


Rangefinder 98 
high 


brighter picture with more contrast 


color chassis wit! 
oltage circuits to provide 
iiditional features are an 
control to 


md 


iutomatnx 


chroma | 


ance iutomatn 


maintain color 


color 





NEW PRODUCTS. . 


killer which eliminate | " 
black-and-white reception 

Prices: Consolette 5. an f 

in mahogany and blond | 
pect ely; consol 696. mahogan 
ind maple 





ANDREA TV Console 


Andrea Radio Corp., 

27-01 Bridge PI. No 

Long Island City, N. Y 

Device: Andrea scellbroo l-in 
IV consol 


Selling Features: Nev ned 


md ultra deluy tube h ita 

hassis with top-tront ont 

fidelity picture control; fu 

power transformer; aluminized p 

ture tube nd emovabl tint 

ifety tha hardwood ibinet 

urved = | harmonizing il 

loth: mahogan blonde, ebon 

frastwood finish 

Prices: $ )9O5 mahogans } 

blonde 0 bon 19 9 frit 
Ta} 





PACKARD-BELL TV Sets 


Packard-Bell Electronics Corp 
12333 W. Olympic Bivd 


Los Angeles, 65, Calif 
Models new Packard-Bell ‘TN 
t th IS( ind 21V¢ 
Selling Features: New Ran 
hinder chassi vith up rat 
beam’ in all console type han 
ratted hardwood cabinet 

No +1 ¢ ha fan. alumi 
ized picture tubs tvied 1 new 
honzontal look in mahogany 
modern blonde oak or colonial 
maple; Rangefinder 95 cha r¢ 
mote control offers channel lec 
tion, on-off switch, fine tuning 
volume control, remote peaket 





Television 
.. . and Radio 


with switch for quiet listening in 
compact unit. Other features in 
clude dual 9-in. super-range oval 
peakers, optically tinted, removabl 
ifety lens, top-front tuning with 
illuminated channel selector, pul-a 


dor panel 
No 


chassi 


21SC-5 ha 


may proof 


Rangefinder 55 
casters in tra 


ditional mahogan' or colonial 
maple top-front tuning with 
illuminated channel selector; 9-in 
uper-range oval speaker; opticall 


timed, removable ifety len pul-a 


lor 1 | 

aol palit 
No IVC ha 

nized = picture tube 


blonde oak 


2)-n. alumi 
cabinet in 


modem mahogany o1 


ontemporary walnut with 6 in 
Dra ferruled legs; easy-to-read sid 
ontrols, full-range sound, view-loc} 
tabilizer, automatic focus and local 


control 


istance 





PHILCO Portable TV 
Philco Corp., 
Philadelphia, Pa 


Model: New | 
{) SA 


" portable IV No 


Selling Features: Includes Philco 
combination rotating handle and 


twin pull-out antennas; tint d filter 
tla iluminized picture tube, and 
intermediate tage 


$179.95 


frequency 
Price 





OLYMPIC TV Sets 


Olympic Radio & TV inc., 
Olympic Bivd., 

Long Island City, 1, N. ¥ 
Models: Ol; Ipc has added 
ill wood 17-in. table model, 3 port 
ible ‘T'V sets 

Selling Features: Hartford, 17-in 
table 


or grained 


1 new 


model in grained mahogany 


oak finish; aluminized 
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picture tube, Tetrode tuner, built 
in antenna 

San Diego, 14-in. portable in 
wood cabinet covered with 2-ton¢ 
leatherette in cobalt blue and 
oyster; aluminized tube, ‘Tetrod 
tuner, Telescopic 40-in. antenna 

Palm Beach 14 in. portable, 2 
tone metal cabinet in combination 
of oyster and blue, aqua, mocha or 
coral; aluminized tube letrod 
tuner, Telescopic 40-in. antenna 

Rancho, 17-in. portable; 2-ton 
metal cabinet in oyster and blue 
iqua, mocha oral; aluminized 
tubs l'etrode tuner, tel copii +() 


in. antenna 





ZENITH Portable Radios 


Zenith Radio Corp., 
6001 W. Dickens Ave., 
Chicago, 39, Ill 


Models: New series of 3-way port 
ible radios with hidden Dial-Tenna 
Sea Shore, Sun Valley, Carousel 
md Holiday 


Selling Features: Hidden, revolving 


intenna permits dialing in a clear 
harp signal—a touch of dial on 
front of cabinet ‘tunes’ Wavemag 
net antenna to station with pr 


cision; a pu hbutton panel on front 


ot ibinet pro. ides easy acce te 
batterie 1.c-d.c. Powel! cord and 
hassis; pressure on buttons caus 
panel to swing open; when snapped 
Into position panel lock ecure]l 
in place other feature meclude 
vernier tuning, Alnico peaker 
power- packed chassi t tune in 
weak, distant tation 

Sun Vall models have gant 
tuning condensé ind tuned RI 
tage polystyren ibinet with 
fused-in color dialite for might 
tuning; cbony, or green 


Sea Shore models in black, tot 
toise brown and pink or brown and 
beige; other 
Holiday in ebony, gray or sandstone 
and Carousel in leather 

Sun Valley, $47.95; Sea 
$36.95: Holiday, $29.95 and 


ind (¢ $39.95 


3-way port ibles ar 
white 

Prices: 
Shore, 


$31.95 irousel 
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SPEED QUEEN 


] st 
UARTER 


AUTOMATIC WASHER 
SALES ARE... 


UP 











(DRYER SALES ARE UP 43.3%) 


rr, rem a The Speed Queen automatic’s skyrocketing sales curve — in 
' “at. 6 s ait. at : - ; 
— <r. SD |B) FA? - the face of a “bearish” trend throughout the industry is a 
Ay id - . . . . ¢ 
- ; towering testimonial of mounting public acceptance. 
cece _ . , : 
—- marys There’s a virtual avalanche of new dealers taking on the 


Speed Queen line in all market categories. 


There is also a definite switch to the Speed Queen automat 
' among coin-meter Operators. 


> ! 
ry @ Things are really popping at Speed Queen! 


Superior dependability is perhaps the main reason for this 
rushing tide of popularity, but there are other reasons, such 
as, Speed Queen’s strong dealer-level promotions sound 
pricing policies protection of dealer margins — superior 
product performance... 


The net of it all is BIGGER DEALER PROFITS on a wet, 
money-in-the-bank basis! 


Would you like our district manager to call on you? 






McORAW 


EDISON 4 SPEED QUEEN — a division of McGraw-Edison Co., Ripon, Wis. 


PEED QUEEN 


FAMED FOR DEPENDABILITY 
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Now — just in time for summer! 


From the company that made TV a year-round business 











Attractive mobile metal stand 










EVEN GREATER 
PULLING POWER 
THAN BEFORE! 


New tetrode tuner gives 
as much as twice the 
sensitivity for better long 
distance performance 


G.E.’s NEW 
110° PICTURE 
TUBE 


means smaller, slimmer 
cabinets. Made to fit 
bookcases, end tables 
night stands 


BIGGER 
PICTURE AREA 
THAN BEFORE 


ONLY 24 LIGHTER WEIGHT 
POUNDS NEW “SLIM 


SILHOUETTE”’ 


BUILT-IN 
TELESCOPING 
ANTENNA 





NEW COMPANION PORTABLE 


More powerful, more picture area, yet less bulky than before! New top 
tuning—easy-to-see controls won’t snag or bump when set is carried. 
Balanced handle. 110° aluminized picture tube. 

Dark-contrast safety window. Aluminum cabinet. Comes in Nassau 
Brown and Ivory—Model 14P1210, Adobe Red and Ivory— Model 
14P1211, Sea and Mist Greens— Model 14P1212. 


SPECTACULAR May 26 on General Electric Theatre—one of tele 
vision’s top 10! Full-page, 4-color ads in Life, Satur .% 
INTRODUCTION dav Eve ning Post, and local Sunday supplement . Nornest 


1957 
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NEW GENERAL ELECTRIC PORTABLES 











Model shown 17714590 155 square inches of 


NEW BIG-SCREEN PORTABLE oQ- 


Plays wherever a console will . . . goes where a console won’t. New top 


iewable area 


tuning—controls recessed from front, safe during carrying. Retractable 
handle. 110° aluminized picture tube. 





Dark-contrast safety window. Aluminum cabinet. Comes in Beige and a 
Tawny White—Model 17P1329, Turquoise and Mist Green— Model 
17P1330, Charcoal and Mist Gray Model 17P1331. ee 


er ae New "“Gal-Friday” Disple 
Progress /s Our Most Important Produet Shen Piece fila both portable 


your General 


Klectric distributor for this 


GENERAL @@ ELECTRIC eo 
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MORE tha Just another line of batteries 








Mallory 


Mercury Batteries 
: mc for 


Maron, 9 —— MATpog ‘tO 





- (Mircteay) 


Mercury Merneu 






memes § transistor radios— 






= Warctaay 
9 
(ATTRRY) 


Lercury 




















Pocket-size miniature transistor radios are a fast-growing item in the appliance 
business today. And one of the scientific marvels that helped to make them 
possible is the amazingly small but powerful Mercury Battery, pioneered and 
perfected by Mallory. It’s the battery that has led the parade of miniaturization 
... the battery that is the ideal partner of transistors. 


For lasting satisfaction to your customers, be sure to equip each new transistor 
portable that you sell with Mallory Mercury Batteries. Recommend them with 
confidence, too, whenever you sell replacement batteries. For they are the only 
battery that gives longest life, steadiest power and lowest cost per hour in the new 
miniature radios, and in new pocket-size tape and wire recorders. 


Mallory 
Zinc-Carbon Batteries 


for vacuum 
tube portables 





As companions to Mallory Mercury Batteries, Mallory makes a full line 


of Zine-Carbon Batteries unequalled for service and dependability, Mallory Battery Company 


embodying more than 35 years of dry cell engineering and manufacturing 
A Division of 


experience A complete range of sizes and voltages is available for 
vacuum tube portable radios and for flashlight 

PR. MALLORY &CO inc 

See Your Distributor for information, prices and prompt deliv- 

ery on the Twin Line of Mallory Mercury Batteries and Mallory 

Zine-Carbon Batterie If your distributor does not carry the 

Twin Line of Mallory Batteries, write or call Mallory today for 


MALLORY &2 CO Ine INDIANAPOLIS 6, INDIANA 





the name of the Mallory Distributor nearest to vou. 
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GRANCO Radio 


Granco Products Inc., 
36-07 20th Ave., 
Long Island City, 5, N. Y 


Device: Gra bNLAM tal radio 

No.7 
Selling Features: Automati ful 
hdethit ila tol for full 
tonal ran it a ume levels: en 
ri ; npensate for what 
Our hearings minor receive harply 
lectronica boosting ba ind 
treble frequencies at low and mod 
crate hum that full range 
middle and trebl 


~ ton Da 
equally; other fea 
ture includ i 6-m. extended 
range 


pe ike! 7 -tube plus r 
Super-G 
tuning for drift-tree performance 


built-in FM and AM 


comes in gre\ 


lenium rectifier coaxial 
intennas 
vhite or carnation 
Prices: Grey, $49.95 


nation, $52.9 


white or cat 





PACKARD-BELL Radio 


Packard-Bell Electronics Corp., 

12333 W. Olympic Bivd., 

Los Angeles, 65, Calif 

Model: No. 5R1 Packard-Bell radio 
Selling Features: Available in new 
decorator color vith chalk white 
dial panel and black numerals; 5 
tube superhet chassis; hi impedance 


loop intcnna heavy-duty PM 


dynam peakel decorator color 
mclude ebon flare turquoise, 
pink halk white and citron 
Prices: $14.77 in ebony; $15.95 in 
ar ‘ ifol 


STARBEAM Antenna 


Starbeam Co., 
Box 5087 
Waco, Texas 


Device Sta n Hhtweight por 
ta al ted ele 
li if i roimen 
{ \l 
eatures: | new principal 
f t lement 
+ . ich 
T Pibitiuiin 
! a; ma 
+ ut 
Price 
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RCA-VICTOR Hi-Fi Victrola 


RCA-Victor Div., 

Radio Corp. of America, 

Camden, N. J 

Model: Mark X11 SHI45P port 


ible Victrola hi-fi ‘45’ 

Selling Features: Has a 64 in 
peaker for low and mid-range fr 
quencies and a 34 in tweeter 
for high frequencies; extra-powerful 
implifier f¢ itures pu h pull output 


ind low hum level circuitry; en 
cased in brown scuff-resistant sim 
ulated leather cas« 


Price: $69.95 





PACKARD-BELL Garage 
Door Opener 


Packard-Bell Electronics Corp., 
12333 W. Olympic Bivd.,, 

Los Angeles, 65, Calif 
Model: — Packard-Bell 


door opener 


electronic 


Selling Features: Designed to oper 
ite any single or double residential 
overhead door; composed of 3 basi 
unit 1 radio transmitter, radio 
receiver and a garage door actuator 
ilternate 


feature 


mounting 
include a 
limit switch to govern travel of doo: 


provi 1oOn of 
gear mcluded; 


in either direction; a simple detach 
ing latch in case of power failure 
extra pu hbuttons so door may be 


operated from convenient location 


round = house hand-set thermal 
cut-out overload protector; per 
manent lubri ited mechani Itt 
electri clutch reversing action 


nylon gear 
Illustrated is actuator unit con 
trolled b radio transmutte in 


iuto—when driver pushes button on 


, 
hho utomaticall 


open yy ClOs in ngle or double 
overhead garage doo 
} 1] 1 

eht automaticall roy on wit 


Ope 1} ind off vine nm it clo 


| quipment s1¢ installa 
hon +9 transmitters for add 
t | cars, $14.95 each 
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BRIEFS 


Rubbermaid announces Shelf 
Kusion shelf liner available by the 
vard nm a mtinuous roll in a 


hoice of pink, turquoise red and 
vellow Lhis mbbed rubber shelf 
liner protects china and glassware 


from chipping iwainst hard cabinet 


urfaces and cuts clatter to a mini 
mum; available in 112 in. and 
in. width, at 89é¢ and $1.89 pel 


\ ird re spe chive ly 


— 
— 
eg, 


a 
ie 
« > 4 


Cutler Metal Products Co., Cam 
den, N. J., introduces Laundry 
Maid, a new streamlined laundry 
cabinet tub that saves space and 
combines with automatic washers 
ind dryers, replacing old-fashioned 
laundry trays; works 3 ways: as a 
tub, a work surface or a storage 
cabinet holds 22 gal; white Vibert 
glas tub with chromeplated over 
flow tube; chromeplated — brass 
faucets and dram; built-in’ closet 
that stores OAPs, detergents ind 
bleaches, ete 





A new 16 in, power plane, No 


! 
been introduced — by 


Porter-Cable Machine Co., Syra 
cuse, N, ¥ Delives 


glass edges on soft pine to glu 


| OP, ha 


nooth-a 


bonded birch pancls; cut ; on 
ivailabl with acce Ory - Ol 14 
h.p. motor operating speed of 150P 
climinates chipping even on lami 


rate 


loro Mtg, Corp., 
Minn. ha 


power lawn 


Minneapolh 
idded i ; ltt nding 
mower, the Pon 

vith a plug-in electric starter to it 


ne. The Pony has a 4-cycle engin 


ynfortable cat px ial 6-blad 
| for mooth mowime i low 
tabilit 


A new rolla-bout stand is intro 
duced hy Admiral ( orp tor it 
room am conditione Lhe stand 
can be used in apartment her 
tenants are not permitted to pe 
manently install au conditioners in 
hotels, motels and buildin vith 


stone, steel or tile sill Built of 
steel] with tubular legs, the stand 
rolls on ball bearing casters and can 
be cranked from 24 to 30 in, trom 
floor to match any normal 
height. It 

fold side panel 


BY ul ed ill double hun 


contains adjustable vinyl 
permuttin uinnit te 
window 


to 42 in. wide. Price, $53.50 


An improved wall sleeve tor in 
talling Chrysler Au 
ur conditioners | 
\irtemp Din 


new leeve 


Lemp POO 
mnounced bi 

( hry ler ( orp ait 
sump litie 
in-window installations of the Im 
perial 1800 series, It adapts easil 
to existing building 


in-wall and 


mic i¢ idence 
is well as new ones, A new collar 


idjustment to 1] 


exact wall 


permits 
thickness 


A new do-it-yourself fiber gla 
ur conditioner filter pad that can 
be cut with scissors or knife to fit 
air conditioner unit 
is announced by Fiber Glass Diy 
Pittsburgh Plate Glass Co. “Gla 
floss’ comes in pad of 1l6x24x4 in 
filters ce 


f air conditioning 


iny size home 


ind make one or mor 


pending On Size ¢ 
unit 





Universal announces a new Cot 
feematic combination 10 cup cof 


feemaker with matching automat 
toaster under the name “Coffees 
matic Breakfast Twins” for $39.95 


Klectrolux announces a 1 

lurb-o- Utility kit that 
the suction of the Electrolux cleaner 
to drill hol polish, serub ind 
or wax floor ek Kit consists of 
1 basi power unit, a tandard drill 
chuck, a & in. drill, a rubber sand 
papering disc and 


utilize 


indpaper ’ 
lamb's wool buffing bonnet and a 


combination key wrench and scre 
driver. Power unit weigh lb 
( omplet vith il] icCcessoru 


} 


Roper announces a builtin 
oven and broiler unit. In the ne 
unit the broiling rack and pan 
lice forward 


broiler door 1 opened; a thir, cl 


iufomats ill 


timer or a deluxe pe d Mark 
Limes iVailable on the new unit 
Door panel ome mi aecorato 
olor 
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You bet were hot 


Without a doubt, the new Frigidaire 


Sheer Look has been the boldest and 
most sweeping design move in the whole 


history of the appliance business. 


Here has been no timid “toe-in-the-water” 
approach to anew design. But a complete 
commitment by Frigidaire — based on a 
thorough study of long-range trends in 
style and design. 

A change made, not in just a few models 
— but all across the board. Not in just 
one or two lines — but throughout all 


Frigidaire 1957 Appliances for the home. 


And all this was daringly done in one 


swoop-in-one model vear. 


Measured by any standard, the Sheer Look 








GENERAL 
MOTORS 















on the 


has had a staggering impact. In the first 
four months the Frigidaire Sheer Look 
has received double the publicity ever 
tendered a Frigidaire line over one full 
year. 

Department stores all over the country 
are featuring Frigidaire products in win- 


dows, because the Sheer Look is “news.” 


Architects, builders, home planners and 
homemakers have had nothing but whole- 
hearted praise. As one remarked, “curves 
and bulges in the kitchen are now as dead 


as the dodo.” 
At no step along the way has Frigidaire 
hedged on its commitments or compro- 


mised with its convictions. 


FRIGIDAIRE 


IS On 


Frigidaire Built and Backed by General Motors 














SHEER LU, 


Frigidaire has gone — and is going — all 








the way. 

For we know that conviction is as 
important as courage—and it’s typical of 
Frigidaire to back its beliefs with all the 
resources at its command, 

So, you bet we're hot on the Sheer Look. 
And if you want to see new evidence of 
that, take a peek into Frigidaire dealers’ 


stores across the nation this week. 


There you will see the greatest and most 
dramatic spring promotion Frigidaire has 
ever launched — The Sheer Look Color 
Carnival of Values. 

You couldn't find better proof that 


Frigidaire is on the move, as never before. 


the March 
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\ , 7 0:00 SECONDS... 


Gibson automatic Air Sweep louvers 
























EASIER TO SELL WITH MORE TO TELL 


@ 17” Trimline Design fits all windows—flush 
inside or outside without unsightly overhang 


@ Dust Magnet electrostatic filter. Magneti- 
cally attracts pollen and dust as tiny as 
1/25,000th of an inch. Permanent and 


washable 


@ Low-Amp Models use regular household 
circuit current, take only 7.5 amps 


@ Automatic Thermostat standard on all 


models 


@ Hushed Whisper quiet inside and out due 
to efficient twin wheel-type blowers. Gives 


super jet cooling 


@ High Power Factor delivers more cooling 


per kilowatt 


@ Pushbutton controls for quick selection of 


cooling and ventilating speeds 


@ Dehumidifies up to 8 gallons of moisture per 
day 


@ Sliding Panel converts from maximum cool- 


ing to maximum dehumidification 


@ All Trimline Models with Fresh Air intake 
feature—outside air filtered before entering 


room 
1957 





Gibson 


EEA Cs AALS TBS, 


Ae Re Qe ena 











S| 
fi \\ . . 
0 
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| , +7 0:02% SECONDS... 


Air-Sweep louvers snapped at mid- 
at full right. Outside manual louvers may be adjusted point in their sweeping motion 
up or down 





SECOND 
DEMONSTRATION 


LS THE SWEEPING NEW CHANGE IN ROOM AIR CONDITIONING 















/ 0-05 SECONDS... 


full sweep completed! Louvers make 
12 side-to-side sweeps per minute 





Yes, the first 5 seconds show your custom- 


eye’ 


ers the most sweeping change in air-con- 
ditioning history! Exclusive automatic Air- 
Sweep ends the “closed-in, closed window” 
feeling keeps air in constant draft-free 
circulation . . . increases cooling capacity 

speeds cooling time from a “hot room” 
start. With Gibson you sell air that’s fresh 
as all outdoors, converting air-conditioning 
“objectors” into “takers”—and making old 
installations obsolete 














EXCLUSIVE AIR-SWEEP ACTION! 


Separate Oscillator motor drives louvers—sweeping side-to- 
side continuously, automatically. Can be stopped in any 
position when desired. Finger-tip bar adjusts outside louvers 
to any position up or down. 


MORE PROFITS TOO! 


Faster selling is only half of your profit story. Gibson’s factory 
pre-assembly and removable chassis lets your men install more than 


twice as many units per day by actual time-study tests. All electrical service 
in front and complete chassis removal without touching window mounting! 


aes 
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Gibson Refrigerator Company 
® Greenville, Michigan 


DIVISION OF 


CORPORATION 








1957—ELECTRICAL MERCHANDISING 


ELECTRICAL 


APPLIANCE 





NEWS 


The Appliance Picture To Date 


No Recession. . 





HARRY GRAYSON 


News Editor 


(Hatt 
i) i) ila Nh 





But No Records Either 


With sales “leveling off,” manufacturers contend that they were “geared 


for an increase that didn’t come.” Results: lay-offs, slow-downs, price-cuts 


6 Meco facts about appliances emerged 
ith startling clarity this month: consum 
have cut down on buying, manufacturers 
have cut down on production, and some are 
utting dealer prices on certain items, a spite 
1 widespread feeling that price is not the issue 
No one has the slightest idea why the 
onsumer is behaving the way he is, but the 
industry is nevertheless faced with lay-offs 
ind slow-downs on the production — line 
One company reports that, with lay-offs and 
1 reduced working weck, its man-hour ca 
pacity 1s off about 1] percent 
Very few believe that a long-term reces 
on is shaping up. Even the pessimistic ones 
term this a “severe leveling off l'actory 
les of majors just didn’t go up in March 
they normally do, but there was a slight 
upturn in early April 
everyone points to the fact that the econ 
my is good. More people are working and 
lave more money to spend than ever before 
Most appliance men reason that any lag in 
ippliance-buying now becomes stored up bus 


ng power later 


" Manufacturers’ Sales Down 


lhere is no doubt that manufacturer 
ngur have gone down Ihe various 
iations report that manufacturer ile 
eased .68 percent for refrigerator Jan 
var 18.57 percent for washing machines 
nual hebruan 50.7 percent for stand 
ud rang Januar ind 17.67 percent for 
Januar bebruat elevision pro 
duction figures were down 23.48 percent 

W hirlpoo! ( Orp Ma i marked exception 
Whiurlpool’s president, Elisha Gray II, said 
thy that the mpan first-quarter sale 

tf >i million were 17 percent over the 


ELECTRICAL 
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1956 period. Gray said the industry should 
show a sales increase of 3 to 5 percent this 
year 


Scapegoat Is ‘Credit’ 


I'he scapegoat for all this is “credit.”’ Credit 
is tight, manufacturers argue. This makes it 
more difficult for distributors and dealers to 
finance large inventories. It also makes it 
more difhcult for consumers to buy new 
homes (Labor Department. statistics show 
housing starts dipped to an eight-year low in 
March, 16 percent under that month last 
year). ‘Thus, among other things, the de 
mand for appliances is reduced in proportion 
to the lower number of new houses. 

Other manufacturers think part of the 
sales slow-down may be due to factory-to 
dealer shipments which eliminate the neces- 
ity of distributors and dealers building up 
large inventories. ‘They say this may have 


affected early-in-the-year sales. 


Employment Drops 


More alarming to look at than the sale 
figures are the employment statistics in the 
industry. ‘There have been drastic lay-offs in 
ome plants and cut-backs in production 
levels. Nearly all major manufacturers have 
furloughed or laid-off workers, or at least 
lowed down production line 

A quick look at this aspect of the situation 
reveal Westinghouse has about 1000 less 
workers now than in September at its Man 
field plant; in Columbu vorkers are on a 
four-day week. General Electric 
Park in Louisville yell over 1000 worker: 
beneath the level of last fall. nigidaire in 
Dayton has about 2! fewer Work than 
in the fall. Kelvinator, de pite recent im 


Apphiance 


creases in the number of employees produc 
ing two new low-price refrigerator models, 1 
still about 350 below the fall. Maytag rm 
cently laid-off over 500 workers, Amana and 
Gibson and Philco are all producing les: 

On the other hand, Norge claims sub 
stantial increases in production and Admiral 
is said to be at full employment 


Some Added Reasons 


Manufacturers say that, although sales are 
admittedly down substantially enough to 
arouse concern, there are some other reasons 
for lower employment. One is the fact that 
more efficient plant operations are enabling 
many production lines to operate at previou 
capacity with 6 o1 percent less workers 
Manufacturers are finding that, with costs 
continually rising, they must decrease their 
labor content in order to remain competi 
tive 

Things aren't as bad as they look on the 
urface, most manufacturers contend. Whiat 
i happening om pokesman explained j 
that each manufacturer “is geared to increase 
his share of the market each year—and that 
hie pointed out that the 
disappearance of Crosley-Bendix last year wa 
compensated for by the growth of Whirlpool! 


.veryone was gearing for an increase that 


hare isn’t there 


didn’t come,” another said 
This year will break no records, but we 
hould keep pace with last year till an 


other asserted 


Lower Prices 


Qne manufacturer-level reaction to the 


urrent ile lag has been to lower dealer 
price This has been done cde pite the fact 
that almost everyone agrees that price is not 
MORE> 
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up fo '/2 hour 


moving each appliance 








CATERPILLAR STEP GLIDE 


Endless rubber belts glide heavy loads 


over stairs without marring end second 
tory delivery problems. Curved cross 
members frame fit rounded appliances 


teYEATS appliance dolly 


YEATS Model He. 7 
Height 59 
Weight 36 Ibs 


ideal for moving: 


e ranges 

e refrigerators 
e water tanks 

e washers, etc. 


Yeats tough, yet featherweight, alu 
minum alloy frame is felt padded in 
front has smooth runners in back 
that allow handlers to ease the 
heaviest loads over truck tailgates 
Patented strap ratchet grips appli 
ance vise tight without marring in 30 
seconds or less. This on-in-a-flash 


loading plus on-a-dime wheel pivot 


ing on stair landings and in other 


close quarter ive costly labor 
time on every appliance delivery 
Y | find a YEATS dolly more than 


pays for itself ee your dealer or 


write direct 


YEATS “ESuerlast” COVERS & PADS 


YEATS semi-fitted covers are 
made of tough water repellant 
fabri with adjustable web 
scratchle 

All shapes 


traps and soft 
white flannel liners 
and sizes—Writ 


SEND peosteard for full information 
on ovr complete line TODAY! 





2127 N. 12th St 


appliance dolly 





Refrigerator Cover 


sales company 
MILWAUKEE 5, WISCONSIN 





Make friends with your customers 


Webb Manufacturing Co 


Z018AN. 4th St., Phila. 33, Pa 


Refrigerator Freezer Drye 
ang Washe (specify 
NAMI 
ADORE 
CITY 
ZONE TATE 


ee EE EE EE EE 


1 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 


You Il the ance on your show 
room floor, but wher 
ell rself 


tome} 


you deliver it, you 
So if you want your cus 
to remember you with pleasure, 
do a prok ional job on every delivery 
Protect appliance uch as ranges and 
refrigerators with Webb Slingabouts.® 
They guard the appliance against bumps 
and scratches, spare customers’ paint and 
woodwork. Webbing handholds help men 
maneuver appliances smoothly into 
place. For further information about 
Slingabouts (water repellent canvas 
jackets lined with soft flannel), fill in 
the coupon opposite 


SLINGABOUTS 


For Radio, TV, Air Conditioners, 
ask about Wrapabouts® 








timulate ile 
‘ * 
\carly evervone savs that price can 


ywwer because mar 


not go much 
ili irc now uit 


of all proportion 


to cost and leave manufacturers 


without enough money for proper 
idvertising budgets or money for 
research necessary to create a 


newc! 


better produc t 


Competition uch, however, 


that, when one manufacturer low 
did recently 
refrigerator 


$10.5! tr 45 thie other 


ers price as brigidaire 


cutting six models 


must 





Kelvinator 
model 


follow So it is that 
vith two new 
Westinghouse 


four model 


low-cost 
lower prices on 
and General Electric 
down on two models) have all fol 
lowed suit 

It is too soon, of course, to tell 
whether lower prices will give busi- 
ness the lift it needs. Studies of 
past years how that sales gener- 
lly begin to climb during April 
and May on year-around staples as 


well items that hit 


summer 


ICAK 
i 


The Reluctant Consumer 


Federal Reserve survey finds wages and savings 


up, but Americans have put the brakes on buying large- 


ticket items despite the good times 


| bed Reser Board has 


mhrmca what many pusinessmen 
ia i a pout 1957 
msumci cnt icting the Va" 
yp vith full pocketbook ire 
ip ? j + 
it 
1 
Ih he I I innual 
irve ot ittitucde hov 
i flattenin t of intentions t 
purcha ng item uch a ip 
pliance UU nle mmething hap 
pen tO make consumer change 


| 


their minds, they ll buy consumer 
hardgoods at about the ime rat 
i last yvear—no higher 

The surve hows consumers to 
etter off than a 


Cart ago Lhe ir 


be substantialh 


Cl 


making hig! 


incom ould lay their hands on 


more cash if the vanted to, and 


more expect raise th year than 
expected them irly in 1956. Yet 
they aren’t rushing out to buy addi 
tional quantitic of the tapl 
tandard-of-living item 


Thi urve'\ nad fol thi led 


ral Reserve in January and Feb 
Wal vy th U nive tv of Michi 
in l ! h rite point 
ut that 
nsum till optim ti 
i ut ft rutu though not b 
th } ear ago (OU 
t tin n th 
t ii t ' | } 
nt 
imin t nt | t 
time | i OTT hat 
t ind m 
’ ’ 


Rising Prices t ISO POSSI 
? ? ' " ' 
ha isill | 
ttect on nsum The 
that they 


report 
xpect ft have to pay 
more 

The survey, therefore 
that 1957 will be much like 


’ 
one nwh h consume! ire 


1956 


pend 


MAY, 


indicates 


1957—ELECTRICAL 


ing freely on the whole, but not a 


lot more for hardgood item 


Plans for home improvement 
ire the brighte t pot in the 1957 
urve’ The number expecting to 
make improvement osting $50 or 


more | higher and the median 


expenditure | expected to rise 
year to $460 

In contrast to their 
tentions, 
othe: 


comes and 


from $370 last 
buying in 
consumers report in- 
both in 


savings. Last year, 3¢ 


upward surge in 
percent of the spending units sur 
veyed had over $5000 income; thi 
year the number is up to 41 pet 
cent. There have been similar gains 
ever since the survey was inaugu 
rated in 19 but only once—in 
1953—has th jump been a big 

Income rises over a vear ago ar 
those 


reported by 45 percent of 


urveved compared to 4] percent 


in the 195¢ W hat 


1 higher percentage than last year 


urvey more 
making higher in 
12-month future 

Perhap because ot 
reas thi 


expect to be 
omes in the 
price in 
cheerful income pi 


ture doesn’t lea consumers feel 


better about their situation 


ng an 
Ih ) nium " oO 
I ill THULTTe i i Car avo 
t0 per nt iv th ire bett ott 
On tf the tantalizing findin 
f rr ' retaile , 
yuld I t th 
, 
l t l i nciue 
{ 5 ON neck ! ind ! 
it lit union t I 
nun t vending unit th n 
— 
vin ICk eclhining an 
the number with assets up t 


$1000 increasing. ‘The gain in th 
roup last year was from } 

percent of tho ul 
number of consumer 


$1000 


cent to +? 
veved. The 


vith savings over remain 


level of 


practically at the same 


percent 
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here’s 

the plastic hose 
that challenges 
your 
imagination: 


==j)aytlex. 


The world's largest makers of Vacuum Cleaner Hose 


TH E 
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DAYTON RUBBER cCOMPANY-:- DAYTON, O# 


tough “colorly 
hyg en piast sleeve J 


high lustre. easily cleaned 





Originally developed for the U. S. Air Force as a low-pressure oxygen hose, 
Dayflex today has been adapted for over half of all vacuum cleaners sold in 
America. What's more, the outstanding advantages of this p! istic vacuum hose 
deserves your serious consideration in solving many product ind manufacturme 


proble ms involving vacuum handling of air, liquids and solid 


Dayton Rubber engineers have achieved for Daytlex Hose remarkable flex: 
bility and high air-handling efficiency, as well as lightness combined with 
trength and resistance to wear or abrasion, Its tough pla tic surface ts both 


practs il and colorful 


e SEND FOR FREE SAMPLE LENGTH of Dayflex, with booklet of technical 
facts you'll want to know. The assistance and facilities of our research staff ar 
at your disposal, to helj deve loy new uses in your own pro lucts of equipment 
Write The Dayton Rubber ¢ ompany Dayflex Division, 

6 East 39 Street, New York 16, New York 


"= 





ad 





BUILT TO BEND 


a4 easily as your finger 


the greatest! vo 





development in 30 years 








PATENTED 


PAGE 











to guarantee lasting beauty and 


Freezer 
Liners 


Numinum 
Ice Tray 
Shelves 


Refrigerator 


Shelves — 
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Hotpoint ALUMINUM 


adds strength to your sales story! 


HAlumnun 
Coldcoil 


Stor Fronts 


Door 
Shelves 


Scuff Crisper 
Plates Trim 


Let Hotpoint’s generous use of ALUMINUM give your 


Refrigerator sales a brighter outlook. Your Hotpoint Distributor 
has all the facts, including many dramatic Nook +o 


sales-clinching demonstrations. See him today! 
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longer wear 


REFRIGERAT 





‘’ 


ORS feature 
| \l be en | 


| 



















































































WY, BURESS YY) 


the difference your customers see is 
the difference you can sell! 


Here's what Hotpoint’s greater use of ALUMINUM 
means to you and your customers- 


1. ALUMINUM ERreezer Liners. wit sour times 6 ALUMINUM crisper TRIM. ..reauty and aura 


the conduction power of steel. bility—a shining example of Hotpoint Out-Front design. 








2. ALUMINUM tee TRAYS...testersreczing, assures 7» ALUMINUM poor SHELVES...cctrostrong. extra 


ample supply of ice cubes— always. deep— put jars, baby bottles, soft drinks at finger tips. 


3. ALUMINUM ce TRAY SHELVES...speciatrace  &. ALUMINUM obatry-stor FRONTS... win 


@ aluminum assures maximum cold conduction. aluminum egg shelf that has removable insert for cleaning ease 


4 ALUMINUM reericerator sHetves..co- 9. ALUMINUM cotpcoit system... ccvrice 


type, rust-free, aluminum shelves glide in or out, adjust up or down. ates fresh foods at proper humidity, adds beauty and distinction 
5. ALUMINUM scur PLates...extrabeauty,earo LO. ALUMINUM poor PANELS... wit vrushed fins 
strength— more proof of Hotpoint’s top-to-bottom quality. emphasizes Hotpoint’s greater use of strong, easy-to-clean, 


beautiful aluminum 


REFRIGERATORS + AIR CONDITIOWERS + RANGES « AUTOMATIC WASHERS + CLOTHES DRYERS + DISHWASHERS + DISPOSALLS” + WATER HEATERS + FOOD FREEZERS « CUSTOMLINE + TELEVISION 
HOTPOINT CO. (A Division of General Electric € ompony) 5600 West Taylor Street, Chicago 44, Illinois 


) 


WwW! 
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and last 





Because so much depends upon the electric heating 
element, today there are more NICHROME heating 
elements in more appliances, by more manufacturers 
than ever before! 


...and NICHROME costs no more 


Driver-Hars7is uneeisow NEW JERSEY 


COMPANY 





MAKERS OF THE MOST OMPLETE LIN F ALLOYS FOR THE ELECTRICAL, ELECTRONIC, AND HEAT-TREATING INDUSTRIE 


Hotter Water 


W. 'T. Halket, general sales man 
iger Of Permaglas division, A. O 
Smith Corp., is optimistic about 
water heaters. He predicts a record 
peak of 3.8 million will be sold in 
the U.S. this year 

Speaking at an annual sales meet 
ing of the division, Halket said he 
based his outlook on these primary 
points 

1) Consumer spending will prob 
ibly be from $14- to $18-billion 
higher than in 1956 

2) Builders estimate they will 
tart construction on 1.125 million 
new homes, or 2 percent more than 
were begun last year 

[his should bring the volume of 
water heater busin to around 
million unit in increase of some 


170.000 over a vear igo hie uid 


A Million Units 


More than one million majot 
electrical home appliances _ price 
tagged at $300 million will b 
bought by Canadians during 19 
This estimate ime from W., ¢ 
Kennedy, cxecutive vice president 
#f Irigidaire Products of Canada 
Ltd 

Kennedy iddressing dealers in 
Kdmonton, Alta., pointed out that 
unit ile hav more than trebled 
ince 1949. He added that mor 
than a million majo ipphance will 
be sold this year a compared with 
50.000 in 1949. 

An estimated 50 percent of elec 
trical appliances purchased this year 
vere bought with cash he added 

here is reason to believe the pro 
portion will be higher in 1957 

at pointed out that automat 
loth washer ind dryer iuto 
matic dishwashers, room air condi 
tioners, and electric dehumidifier 
ire responsible for a growing pro 
portion of the industr ile 


Playing by Ear 


Ih ir | ( rr 
ao Sa ts ft } 
Ni than ion 
te 
i i 
Ik | | 
\l \ 
Rie EMA } it 
1 th tlets durin tl 
} thy ‘ 
he t t De 
Dunn 04,75 tele 
ion , ld compared 
to 1955’s 7,421,084. Radios, ex 
luding aut et totaled 
77 in 1956 compared with the 
evious yea! 6,921,354 Aut 
ct in 195¢ totaled 5,057,409 
mpa d to 1955’s 6,863,676 
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Sells feneae freezers in 
first 3 days of REVCO Best Buy 
ime Promotion 





Food Bank lee 


aa 





FOOD PLAN FINDS REVCO CHESTS 
SELL EASILY TO RURAL FAMILIES 


Although most peoy le believe 


Stone B e RI 


SELL 
THE 


CVCO 


LINE 


WHITEVILLE, N.C. 
REVCO DEALER 


SELLS 24 
FREEZERS 
IN ONE 
MONTH 


" 


Whiteville, N. ¢ 
Reveo dealers in thi 
up @ new ale ecort 
in just one month, Wi 
on rural trade tl 
prospect 

per cubie I 

Mr. S. L. Fulles 

pre te 


! 


Chesaning, Mich.— Gewirtz Hardware and Appli 


Mich., 


3,000 population, was among the first Reveo 


ance of Chesaning, a rural town of under 


dealers reporting progress in the current Best 


Buy Time freezer promotion 


Mi 


tion ts 


Art Gewirtz says the Best Buy Time promo 


timulating store trafhle and j helping to 
He has already dis 
Lhese 


popular premiums have cre ated 60 good pro prec t 


sel] other products as well 


tributed 60 Thermometer Premium Set 


from Gewirtz. 

“We have sold four 
direct result of our Best Buy 
he 


Revco chests freezers as a 
lime country mail 


in the first 


said 


ing 3 days!’ 








SETTING TRENDS 
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IN REFRIGERATION SINCE 1938 


| Fuller & Co that the usually come in for a full 
ral area, has chalked demonstration, “Reveo's large chest size 
+ Ke » freezer ich as the 26 cu. {t. model ive ithout 
th a sale tall calling competition 
out the countryside kven more important, according to Mr 
n Re lower cost Fuller 0) of hi ntire tore profit 
omes from Re ale hilis Meares and 
that the Reveo stor son hair Bluff { j tI Ne | 
to niry customer tributor for that 
ila | aati cc Se on ee “7 
| REVCO, INC., Dept. EM-57 
| Beerfield, Mich. 
—_ | 
| I'm interested in selling more freezers, Please send | 
| me complete information on the Revco's Best | 
| Buy Time Promotion | 
| Company name | 
| Address | 
| City Zone State | 
1; astsininegalllin daslaihians Uachinenvieitisaartiniembadedaaadaiaaan ells t 
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How to Hold all the Aces... 
in the Water Heater business 


DEAL yourself in by choosing the water heater 
line with the biggest name of all—Toastmaster. 
You'll find that the Toastmaster trademark— 
loaded with consumer recognition and accep- 
tance is your ace in the hole! 

PLAY it smart! Stock both gas and electric 
models—to meet the demand for either type in 
your trading area. Toastmaster Automatic Elec- 
tric Water Heaters feature that unbeatable Life- 
Belt* Element, either lonodoglas* or galvanized 
tanks, plus dozens of other top-of-the-deck per- 
formance features. And a whopping range of 
capacities from 30 to 120 gallons! 

PICK up extra chips with Toastmaster* Auto- 
matic Gas Water Heaters. Three capacities—20-, 
50- and 45-gallons—but all equipped with uni- 
versal controls, burner and pilot. Universal ori- 
fice permits Conversion to any gas in a matter of 
seconds and keeps your inventory at a 





minimum! 
FILL your hand by adding the new high-wattage 
40-gallon Quick-Heat model . . . for super cus- 


tomer satisfaction. Never before such fast recov- 
ery, such volume of delivered hot water in such a 
small space! (See your utility company require- 
ments.) 


McGRAW-EDISON CO. + Clork Division , ~] 
ae 





‘ 
5201 West 65th Street + Chicago 38, Illinois 


* ‘Toastmaster’, Life Belt’ and Om 
lonodoglas” are trademarks of 

McGraw Edison Co Chicago, mok 

ers of ‘Toastmaster’ Water Heaters 
Toastmaster toasters and other 
Toastmaster and Tropic-Aire 

products. Copyright 1957 by McGraw t 


ON ye 
TOASTMASTER 
Automatic. Weter Heaters 
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A Healthy Slice 


Almost $52 billion in good 
ind services is the record of the 
clectrical industry as a whole in 
the U. S. last year. ‘This consti 
tutes 12.5 percent of the $412.4 
billion American economy. ‘hes 
figures are part of a. statistical 
evaluation of the industry devel 
oped for National Electrical Week 
Ih \ wec'e r¢ le ! ed by W eek 
chairman Merrill k. Skinner 

I'he report said that, in 195¢ 
more than 4 million people wer 
directly employed by over 42,600 
business establishments whose main 
functions are the manufacture, in 
tallation, operation, and mainte 
nance of equipment depending 
entirely on electric energy for it 
operation electric 
utilities, electrical equipment man 
ufacturer 


Included are 


electronic and commu 
nication equipment manufacturer 
ind service companies, wholesale 
distributors of electrical and ele¢ 
troni upplic md = appliance 
clectrical contractors, radio and tel 
ision broadcasting companies, and 
telephone and telegraph companies 
lo « xpre its confidence in the 
future growth of the economs 


the report continued, the electrical 
industry invested me than $7.1 
billion in ne plants and equip 
ment in 5 inting for 
19.6 percent of the nation’s capital 


expenditure 





Marketing Briefs 





@ Retail sales of Cana 


radio, and furniture st 


ipphiance 
dropped 
30.5 percent in dollar volume dur 
ing January compared with the pre 
ceding month and fell | percent 


as against the same month last vear 


© Imports of refrigerators and parts 
into the Canadian market increased 
to $43,006,000 in the first eleven 
months of 1956 from $41,608,000 
in the corresponding period of 


1955 


@ Electric water heaters, clectri 


range ind light bulbs are the lead 
ing appliance merchandised — by 
rural electri operatives to their 
farm power customers, according to 


a recent Farm Power magazine 


urvey 


Batteries Power Transistors... 


. . » $0 Ray-O-Vac vice president sees five-fold 
increase in dry cell battery sales by 1965; portable 
radio and other applications cited 


Dry cell batteries, hand-in-hand 
with the transistor, have become 
important to the appliance-radio 
I'V dealer. The appearance of th 
transistor has expanded the range 
of applications for these batteries 
because the transistor, which serves 
as a substitute for the vacuum tube, 
has a very low drain characteristi 
ind is therefore a “natural” for 
batter powc! 

burthermor is a result of a 
greatly expanding market for port 
ible radios, table model sets, record 
plavers, portable television, pet 
onal communications 
locks, toys 


wonderful electronic device ther 


ystems, 


ind other unique and 


will be a greatly expanded demand 
for dry batteri over the next 
cight to ten vears according to 
J. A. Mellnay, vice pre ident for 
iles of Ray-O-Vae Co 

Mellnay points out that many 
of these new radios and other prod 
ucts are being developed as a r 
ult of the transistor. He predict 
that “from a present annual retail 
iles volume of radio and ele 
tronics batteries of around $40 mil 
lion through radio and electrical 
dealers, the Ray-O-Vac Co. expect 


this market may easily exceed $200 

million by 1965. 
Mcllnay says _ that 

trends, as indicated by newly-intro 


‘current 


duced transistorized radios and 
other new products, point toward 
the use of standard-size flashlight- 


type batteric is the tandard’ 
power component 

Mcllnay cites as reasons for the 
use of thes« \A ( and “DPD” 
unit cells their ease of use, low 
price, and ea ivailability 

“The omplete onversion to 
transistor portable radio coming 
very fast Mellnav say “Tn 
1956, 30 percent of the 2.9 mil 
lion portables manufactured were 
transistorized and this will in 
crease to possibly 60 percent in 


1957 More people will be in 


fluenced and stimulated to bur 


transistorized radios because of the 
low cost of the batter emecrency 
of the set and convenience of th 
mall portable vhich will even 
tually cost less than a similar va 


uum tube set 

At present, two-thirds of the dr 
cell batter duction goes int 
radios and other electronic device 


ind 12 percent ito 7 
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you Can be No.@ in freezer sales 







































Ln 
“Built-in” Models Upright Models 
Individual, Self-Contained 4.2 cu. ft 
Freezer and Refrigerator Units 14 ev. ft 
in Brushed Chrome or Antiqued 18 cu. ft 


Copper Plated Finish 


-HU 
lmeucas Fines Freeper 


Modern women always insist on the 
finest quality .and they shop with 














See the Complete Line of Ben-Hur Freezers 


care to get this quality. So, stock and Visit us any day . . . Space 11-114 Merchandise 
sell Ben-Hur, America’s Finest Freezer Mart Chicago 
and Afnerica’s No. | freezer value 


it wf mean real profits for you LARGEST EXCLUSIVE MANUFACTURER OF FARM AND HOME FREEZERS 


DEN arS HUA 





No. 1 SELECTION eee Most complete line of freezers in 


the industry 


No. 1 PERFORMANCE f Fewer service calls .. . fewer service 


requirements 


No. 1 QUALITY sees Every Ben-Hur Freezer must pass the 


famous R.O.P. record-of-performance pe a 
test before shipment The Trade Name of Satistaction 


No. 1 STYLING. eee Beautifully styled in sparkling white 


and ice-blue by world famous 


Brooks Stevens TEAR OUT AND MAIL TODAY! 
No. 1 FEATURES. eeu Flex-Flo Cover .. . Chariot Glow 


Warning Light . . . Desert Dri 
Construction .. . Safety Cold Control BEN-HUR MPG. CO. DEPT. L 


... Many others 634 &. KEEFE AVENUE 
No. 1 SALES estveun Ben-Hur is now America’s Fastest MILWAUKEE 12, WIS., U.S. A. 


Selling Freezer | want to be No. | in freezer sales in my territory .. . 


No. 1 PROFITS ecee Priced right for real profits for YOU show me how! 


AND NOW, BEN-HUR Nome ___ 
GOES RIGHT TO YOUR . 
CUSTOMERS AND PROSPECTS... ees 


Address —__ 




















a 
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MANUFACTURERS 





i sll 
WITH A NEW LINE of wood-front cabinets backing him up, Don Barber, Geneva’s 


vice president for sales, talks to his distributors 


The Big Switch 


Geneva Kitchens introduces an 


expanded 
1957 line, complete with stainless-steel sinks and 








plan to help tinuous and provocative promouon 


I 


launched th i 
term — the requisites in creative selling.” 
pront Along these lines. he pointed out 

According to Harold P. Bull, vice 


pre ident in charge of di tribution, 


dwindling of dealer ir 


that dealers have available concen- 


trated new paper support, contests, 


the principles of the plan are real demonstrations, ind sales 


displays 


istic retail pricing and _ products 1ids 
with clear-cut features, combined Bull emphasized that clear-cut 
vith planned promotions divisions between models of differ 


Bull stressed that realistic prices ent prices aid the dealer in moving 
ire those that bring customers into 
the stor ind 


vith full margin 


the customer up the line 
till provide dealer [he plan is now being intro- 
duced to dealers across the United 


Sull added, however, that “‘con State 


Hot and Cold 


Fedders-Quigan’s Giordano sees the future of air 
conditioning tied in with the introduction of units that 


will heat as well as cool; he proclaims Fedders a leader 


Ihe future of field have been the ma ource of 
1 cooling plus heating. This 


Salvatore 


ir conditioning 


our growth.” 


lie l 
Throughout his talk, he 
Fedder tained that Fedders has led the ai 
Quigan Corp., in a speech before conditioning industry in 
the New York Society of Security tions as well as 
Analyst 


In addition to 


was the prediction ot main 
Giordano president of 
Mmnova 
sales of room units 


years. A 


cited the “thin and low” room au 


recently for some examples, he 


reporting new 


custom cabinets. The big change: wood-front cabinets _/iighs in sales and earnings for his onditioner, which he claimed as a 
booming compan Giordano r ledders “‘first,”” as w is other 
vealed plans for the introduction ledders advances, such as entry 

Vimost distribut CAtew kitchen, according to Don Barber of reverse cycle air conditioners into the through-the-wall and cen 

tive ithered at the factory 1 ice president for sal Side panel using the heat pump, units that tral air conditioning field 

cently greeted the 19 rddition for use on end cabinets ar part vill be able to heat or cool a room 

to the Geneva line enthusiasticall of the line, as is a new off-the-floor Giordano said that ledders plan 

mad with good reason Ihe addi tyling, which wa hown in the to include the new tem in both F . id . p| 

tions were: a fine-looking line of model kitchen displayed at th room units and central equipment rigi aire an 

wood-tront cabinets, some 975 cu meeting see picture Geneva Giordano pointed out that the l'rigidaire division, General Mo 
tom cabinets for special uses, a line particularly recommends the wood new units will heat and cool in most tors Corp., has designed new 
of CGenevamacde tani teel line for use where cabinets will be climate but, in certain areas of plan to help stimulate new hom 
ih i range hood, and nev Hor isible from othe parts of the low temperatures, it will be neces sales for builders and, at the same 
in the regular line house iry to have supplemental heat in time, boost sales of major appliance, 

Ihe new additions give Geneva Geneva 19 Dealer of the the unit He said that Fedders i heating and air conditioning prod 

i full-scale “broad line” in cabinet Year Award went to an appliance working on this problem and hopes ucts for Frigidaire dealer 
uid mark a low bow in the direc dealer: O. B. Lank and Sons, Har eventually to eliminate even this he plan is a new “personalized 
tion of the nsumer and the r risburg, Pa, Other achievement necessity merchandising servi for home 
tailers who se him, Geneva ha wards were won by Lank’s distrib [he new units will make air con builders, including creative adver 
held out a ist wood fronts longer tor Careva Corp Yorh Pa ditione in all-vear-around item, tising assistance iccording to (¢ 
than most of it mpetitors, but Charl [,, Bell Co., Allentown, Giordano said. Since the units will Hi. Menge, general sales manager. 
finally took the ] th i Pa., Geneva’s top | distributor erve a dual function, heating and Menge stressed that the new plan 
| ithe t I ind the ext-Tan tibu ling, there will no longer be a will enable Frigidair ile epre 
th ket \ ot John W. Walt Lon easonal market entatives to work out a p nal 
f Island; RK. Coop ‘ Climbing Fast. Giordano also ized” program for each individual 
tl , ict th mmmedit Crum Distributing | 1) tu tressed the growing importance ot home buil 
i from th hen th H}.; andl Pas Glass and | Ut the room air conditioner in th | hand p t 
if t t la N. D. Sol D. I Bu ipphance il picture By the end creative idvertising ' the 
t igt M f 1956, he | ited it, room all Kircl Helton, an tt ad 
t . I the ition vere the ixth best verti igen in Dayt et 
I t ng applian following washing up a ecla ( i n 
nachin i n cleane retrig departn t To ta th 
! it i vate icatt ind gas ven th | 
, t Inge at further gains thi representat imply f t T 
\\ . 47 + +} f 
| Double Indemnity AEE eae yo ¥ 
+] ' Gi ino devoted his talk prima form a1 1 
ft f Ik 1 to a iditioning equipment, Sal representat 
! tl \ t reat tl it ( nt pite the fact that Fedders also vith a omplet kit of iter t 
citt it ! th ! hat N icv in nanufactures variou types of heat- mplement the per 
t le indemnity” deal ng equipment and other product gram f the hom 
1 of B \\ r Thy ur attainments in this tuted | la 
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TERRIFIC NEW MARKET FOR 
DISTRIBUTORS AND DEALERS! 








54,000,000-1 init 
Market Forecast! 


Appliance Men 
Now Invade Gas 
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there are no “Dog Days” when you sell 


Hotpoint AIR CONDITIONERS 


It's the short line that provides full market coverage! 


EASY TO SELL— 


with slimmer, lower, thinner styling . .. latest design 
and engineering advances... most efficient 
performance .. . easiest installation ... and the 
famous Hotpoint name. 





EASY TO STOCK, HANDLE 
AND DISPLAY— 





es 


the new Hotpoint 


because there are no unnecessary models... 


is | 


=|) UW nd- o-Alin yet the Hotpoint Line is complete, with sizes, 
t price appeal ... for models and prices to fit every prospect's needs. 
| volume sales! 





Get set for the hot 
selling season ahead. 
Now is *he time to 
order—and reorder 


—from your Hotpoint ves 
DBS 8 the new Hotpoint 


today! Vhbo-ate 
extra beauty... step-up 
features! 


























only Hotpoint offers these fA deluxe features in all models! 


* Lifetime Electrostatic Filter * Coldcoil System %* Thriftmaster® Unit %* Automatic Thermostat 
é) *& Special Cabinet Insulation for Quiet Operation *® Directional Louvers ¥*® Full-Room Circulation 
wn ernie 


*® 5-Year Hotpoint Protection Plan 


AIR CONDITIONERS + RANGES + REFRIGERATORS 
Nook +9 Hotpoint tho di | AUTOMATIC WASHERS + CLOTHES DRYERS + DISHWASHERS 

DISPOSALLS® + WATER HEATERS 

FOOD FREEZERS ~ CUSTOMLINE + TELEVISION 


HOTPOINT CO. (A Div ctrie Company) $600 West Taylor Street, Chicago 44, Illinois 
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New Marketing Concept 


Westinghouse completes the reorganization of its 


consumer products marketing structure; latest sales arm 
is Specialty Products Department 


W estinghous« Klectric ( orp 
ha completed the reorganization 
of the marketing structure for its 


consumer 


products Latest mar 


keting arm to be added bv the 


1 Specialty 


company is Products 
Department, which will be under 
the direction of Robert W. Stewart, 
formerly general manager of West 
inghouse Electric Supply Co. con 
sumer products 

I'he new department will be 
handled through the apparatus and 
supply division of WESCO It 
will be responsible for the sale of 
electric housewares, fans, and ra 
dios in larger metropolitan areas 
In smaller areas, these 
will be added to the lines now sold 
by WESCO’s apparatus and Sup- 
ply sale 


The other two new 


produc ts 


forces 
Westing 
West 


s, and Fac 


house marketing groups are 
inghouse Appliance Sale 
tory Field Sales 


Che former has been set up as a 


department of WESCO and will 
be responsible for the sale and dis 
bution of major appliances, tele 
vision, room air conditioners, de 
humidifiers, and vacuum cleaners to 
retailers in company-owned distri 
bution areas. Westinghouse Ap 
pliance Sales will not function in 
territory covered by independent 
full-line distributors. 

Factory Field Sales will handk 

all products of both the electric 
ippliance and T'V-radio divisions 
It will be responsible for contacting 
independent distributors of major 
appliances, television, room air con 
ditioners, dehumidifiers, and vac 
uum cleaners. 
Field Sales will also 
market portable appliances, radio, 
and refrigeration specialties to all 
distributors other than Westing 
house Appliance Sales. 

WESCO is a wholly-owned dis 
tributing arm of the Westinghous« 
Electric Corp 


Factory 


Built-Ins in Color 


Hotpoint agrees that free-standing units don’t sell 


well in color, but the company points to the growing con- 


sumer acceptance of colored built-ins 


Hotpoint Co avs that con 
umer acceptance of color ap 
pliances is taking root among built 
in [he Customline department 
reveals that 3 percent of the 
company’s 1956 built-in sales were 
lo follow through, the 
publishing a new color 


in color 
company ] 
ales visualizer to augment the sale 
ind acceptance of color. 

Hotpoint admits that sales of 
colored iccount for 
ibout three to five percent of the 


appliance 


free-standing appliance sal In 


ilmost the same breath, the com 


pany anticipate +) percent of 
1957 built-in sales will be in 
color These Hotpoint figures in 
built-ins have closely paralleled the 
industri iles of color built-in 

All this would seem to indicat 
that the publi wants more color 

Hi tpoint 1' that women con 
ider built-in ipphian ( in integral 
part f the kitchen, whereas with 
free-standing applianc he doe 

t \ close examination of Hot 
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point warranty card returns reveals 
there is little if any mixing of color 
The re 
sults would seem to indicate that, 
when a consumer 


in purchase of built-ins 


purchases her 
first built-in appliance, she follows 
the color scheme throughout with 
other appliance purchases. 

Hotpoint reports that the most 
popular color in built-ins is yellow 
Next in preference are pink, brown, 
coppertone, green, and blue. 

The company’s new color sale 
visualizer measures 3” by 6” and 
all Hotpoint color It 
resembles an oven door on front 


contams 


ind a surface unit on the back for 
easy color matching of walls, cur 


tains, countertops, et 


Goodbye, Wrinkles 


Electric Co.’ 1955 
dryer, soon to be intro 


General 


( lothe 


duced, will feature an automati 


de-wrinkler. It is claimed that thi 


1957 








Shape of Things To Come? 








STRICTLY EXPERIMENTAL is this combination freezer-electronic range which General 
Electric demonstrated last month. Housewife simply makes menu selection by 
pushing up to six of the 14 selector keys at top of unit. Dishes are then auto 
matically conveyed to electronic oven at proper intervals so that completed meal 
comes out at one time. The freezer racks can be loaded with either pre-frozen 
commercial foods or home-prepared meals. G-E officials emphasize that unit is 
nothing more than logical development of existing appliances and ‘‘does not 
take the place of a good cook.” Instead, the XPC-1 allows housewife to prepare 
meals in advance and frees her from work while meal is being cooked 





will eliminate the need for pressing phase, It claimed that a wash 


many of the new synthetic fabric ind-wear suit can go directly trom 
garments, the washer into the drver and be 
General Electric and Du Pont 


have cooperated in developing the 


ready to wear im | than an hour 


Some fabric 


in the new dryer without prelimi 


can be de-wrnkled 
de-wrinkler, with Du Pont concen 


trating on the textiles research nary washing 


Cooling Cars... 


. . . Will be big business this year if some 
makers have their say; Vornado and Chrysler Airtemp 


will mass-market lower-priced auto air conditioners 


Mass-marketing of automobil ur conditionel n 19 than all 
air conditioners appears slated for independents sold last year, Vor 
this year. At least two major manu nado puts the potential market at 
facturers have plans for a competi ipproximatel millon auto 


to-install unit mobile old this vear and during 


Chrysler Au the past two 


tivel priced, Cas 


In announcing 


temps new unit, priced to retail Vornado argues that ince the 
for about $295 installed, vice presi birth of this industry in 1953, a 
dent of sales J. I’. Knoff anticipates total of 530,793 automobiles have 
that industry sales for 1957 will been air conditioned, which indi 
reach an all-time high of some cates the extremely ituration 
$50,000 car equipped with cool figure of the industi 
ing.” Competitive, The price of Vor 
The ©. A. Sutton Corp Inc nado's new air conditioner has not 
manufacturers of Vornado unit been revealed, but company official 
believes that “‘the market potential have mdicated that it will be om 
for thi product is fantastic.” The petitive with anythin my the 
laim that, during 1956, independ market 
ent auto manufacturers sold 78,000 In discussing Vornas narke 
units and that Vornado will manu mg plan Aibert S. i the com 
facture and sell more automobile pans "S$ VIC president | il out 
PAGE 
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. | THEIR SALESMEN 


...on subscribing to ELECTRICAL MERCHANDISING 





ELECTR Al 


Polk Bros. moves mountains of merchandise . . . 
and this year there’ll be a whole range of mount- 
ains moved. Polk City has a spectacular history 
of original mass merchandising methods. Polk’s 
prodigious promotions produce a festive atmos- 


phere in which celebrants are sold on sight. 


What goes on behind Polk City’s always open 
doors’? What is it that powered Polk’s mush- 
room growth into one of the nations’ largest 


appliance-radio-Tv retailers? 


Polk's sales philosophy can be summed up, “We 
want to do everything we can for our customers 
Whatever our effort is must contribute to stimu- 
lating selling 


One of the methods used to apply this philo- 
sophy is the daily skull session with the entire 
sales staff. Change is a permanent feature at 
Polk City, and Polk Management is constantly 
introducing new sales methods and improving 
those that are in practice. In a recent sales meet- 
ing, Polk salesmen were polled to pick out those 
who did not subscribe to ELECTRICAL MER- 
CHANDISING. It was then explained to the 
few non-subscribers* — (they were new sales- 
men)—why they should regularly read 


ELECTRICAL MERCHANDISING 


‘The appliance-radio-Ty retailer can only build 


his volume by applying fresh and creative sales 


Kelectriecal 


approaches based on current market conditions. 
ELECTRICAL MERCHANDISING records 
these trends, the full story, from every part of 
the country and presents them in clear, easy- 
to-understand articles. In order for our sales- 
men to be able to understand and interpret such 
thinking we ask each and every man to read 


and digest ELECTRICAL MERCHANDISING. 


“And, a study of the ads is an education in itself, 
Each month there is a wealth of product infor- 
mation that can be derived just from reading 
the ads. Salesmen with the most comprehensive 
knowledge of ‘product principle’ do the highest 
volume. Customers who shop many lines ap- 
preciate the informed salesman who pinpoints 
a product’s personality thoroughly but quickly.” 


Polk Bros.’ respect for ELECTRICAL MER- 
CHANDISING typifies the opinion of America’s 
dealers and distributors who have consistently 
voted ELECTRICAL MERCHANDISING the 
most useful, most informative publication in the 
field. Your well-developed advertising program 
is only as good as the media in which it is placed, 
The best way —the most economical way to 
reach the appliance-radio-Tv dealers and dis- 
tributors is to schedule a complete program in 


MERCHANDISING. Use its’ 


popularize your products. 


popularity to 


*Now all 150 Polk salesmen subscribe to EM. 


Merchandising 


alone wil! cover the market alone 
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kadar BEARCAT 


At right: America’s newest focus 
Oversize head and 

ive a tong clear 
beam or wide food with a twiet 
of the wriet Retail: $6.95 com 
plete 


Radon- Lite 


At tet 10,000 candleoowe 
ealed beam headlight and fast 
¢ 10d beacon make this light a 
ust for motorists epersomens 
Retail: $11.95 com 


—E OF PORTABLE LIGHTS 


WETS 
+ BURG 


vg banterr 
large reflector 








homeowners 
plete 





GESS 


MAKE LIGHT OF THE DARK 


bap Flash Radan-Lamp 








Low cost or ey flashe Pertect portable tight ob 
gives & 7 continuaues oletes flame type tan 
vente a mile away ' Gives a wide 
4 40 complete right circle of absolutely 
pod light. Aetail: $4 95 
omplete 
Me ” ip pwerte of battery Model TW) 

n a Brithiant Chrome 
heger Lis © iT igh t Model iwi 
rryy> om weather Lust per 

ng-lasting 


ree , 

- 

Lee) 
The entire Burgess line is backed by 
intensive national advertising. Contact 

your Burgess distributor today! 


BURGESS BATTERIES 


BURGESS BATTERY COMPANY. reccrorr 





iLLIN OTS 


with Launp-R-venr 





LAUNDRY DRYER 
VENTING EQUIPMENT 


BY 


®@ Vents 

@ Vent Kits 

@ Aluminum Pipe 
@ Fiberglas Ducting 
@ Window Plates 
© Special Adapters 















COLE-SEWELL 
ENGINEERING Co. 


2288 UNIVERSITY AVENUE + ST. PAUL 14, MINNESOTA 









lined steps the company will follow 
in using the mass selling technique 
of apphance-tt pe store 
Dealers will be franchised on a 
clected basis, insuring unlimited 
otential 
Volum it leads will be de 
cloped through an aggressive sal 
ind advertising push 
Dealers will sell the unit as a 
par kaged unit that is 
Cd ils han led 


Oompa t 


Installation, servicing and war 
ranty will be handled by 
franchised facilitic 

Chr ler 


make the new product available to 


factory- 
\irtemp intends “to 
every car owner in the country 
through local Airtemp distribution 
channel The company is now 
franchising dealers and distributor 
lL hose manufacturers who are not 
roing ahead in this market advance 
i number of arguments for their 
tand. They savy that automobile air 
till too expensive 
to appeal to the mass market; that 
it is hard to install; and that units 


mditioning 


mod | 






vho installs units in the factory, 
is tough These fact taken to- 
gether, make retooling f 1uto 
mobile air conditions inpront 
ible entul iccording ft these 
manufactul 


Clocks Keep Ticking 


Ihe Sessions Clock Co. is about 
to get some financial assistance 
I he Connecticut lock firm, 
founded in 1827, has signed an 


ireement with the Consolidated 


Klectronics Industries Corp., thus 
obtaining financial and manage 
ment assistance 


Initial effect of the transaction 
will be the lending 
dated to Sessions of up to Sl mil 


lion new 


by Consoli 


capital and the assistance 
of a management team headed by 
A.W. Havdon, Conk lectron vic 
pre ident Present Session top 
management, including vice pre 


dent W. K. Session Ir., will re 


main with the c mpan 





ire only applicable to certain car Immediate plans call for intensi 
fving Sessions electric clock manu 

They also say that competition facturing, but some unprofitabl 
vith the automobile manufacture: related lines will be ontinued 
Pi 





AIR-CONDITIONING & 
REFRIGERATION INSTITUTE 


Annual Meeting 
The Homestead 
Hot Springs, Va 
May 5-8 


PACIFIC COAST ELECTRICAL 
ASSN., INC. 
Annual Convention 
Fairmont Hotel 
San Francisco, Calif 
May 15-17 


ELECTRONIC PARTS DISTRIBU- 
TORS SHOW 
Conrad Hilton Hotel 
Chicago, May 20-23 


NATIONAL ASSN. OF ELEC- 
TRICAL DISTRIBUTORS 
49th Annual Convention 
Sheraton.Park & Shoreham Hotels 
Washington 
May 26-29 


INSTITUTE OF APPLIANCE MFRS. 
Netherland Plaza Hotel 

Cincinnati, Ohio 

June 3-5 


CHICAGO ELECTRICAL INDUSTRY 
SHOW 

Conrad Hilton Hotel 

Chicago, Ill 

June 4-6 


SUMMER MARKETS 
Merchandise & Furniture Marts 
Chicago, Ill 


June 17-28 
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RADIO-ELECTRONICS-TELEVISION 
MFRS. ASSN. OF CANADA 
28th Annual Meeting 
Chantecler Hotel 
Ste. Adele en Haut 
Quebec, Canada 
June 20-21 


INTERNATIONAL HOME BUILDERS 
EXPOSITION 

New York Coliseum 

New York City 

May 12-20 


STEEL KITCHEN CABINET MERS. 
ASSN. 
Annual Meeting, The Greenbrier 
White Sulphur Springs, W. Va 
June 14-16 


NATIONAL ELECTRICAL MFRS 
ASSN. 
Major Appliance Section 
The Homestead, Hot Springs, Va 
June 27-29 


NATIONAL HOUSEWARE & HOME 
APPLIANCE MFRS. EXHIBITS 

Auditorium, Atlantic City 

July 8-12 


LOS ANGELES SUMMER FURNITURE 
MARKET 

Los Angeles Furniture Mart 

July 15-19 


WESTERN SUMMER RADIO-TELEVI- 
SION & APPLIANCE MARKET and 
WEST COAST HOUSEWARES SHOW 

Western Merchandise Mart 

San Francisco, Calif 


July 22-26 
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ACROSS THE STREET 





Onen-Visien 
Gore front 
pulling powet/ 


Whether your prospective shopper is right outside 





your door or across the street, your objective is the 
same: to attract him to your store and bring him 
insick V he re he lI he come a pas ng custome! You 
can help to accomplish this by giving your store a 
bright, modern face by adding to its attraction 
power with an eye-appealing Pittsburgh Open 


Vision Store Front 


Your store may be large or small—it may be lo 
cated in a large cit i suburb or a country town 
But whatever its size or location, if it has a Pitts 
burgh Open-Vision Store Front, it's sure to catch 
and hold the attention of the passer-by. People like 


stores Vi ith modern good looks and they prove it by 


patronizing them 


For more information on Pittsburgh Store Fronts 
and Store Front Products, send in the coupon for 


our free store front booklet. There is no obligation. 
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Tyree of Orlando Orlando Florida Vives an Overt ill ippear ince of modern good looks when secn 
from a short distance away. Those big gla eas Of Pittsburgh Polished Plate Gla et in frames of 
Pirrco® Store Front Metal, assure the store stand-out ipp il even on a busy treet 





Close up the big Tusenrrs Doors, set with Tusenrre Frames, let the passer by get a good lool 


it the store interior and he Ip continue the illusion of hopping from the sidewalk. This store is a good 


example of design in the western motif. Architect is I Ale Hatton, A.LA., Orlando. Florida 









Ce = 
| | 
| Pittsburgh Plate Glass Company ; 
Room 7264, 632 Fort Duquesne Bivd 
| Pittsburgh 22, Pa 
| 
| Without obligation on my part, please send me a FREE copy of your | 
| modernization booklet, ‘How To Give Your Store The Look That Sells.’ | 
| | 
Name | 
| | 
| Address | 
| City State | 
| | 
| | 
Les ee ce ee SS ES SS SS SS SY SS MY SS ond 

( Pp PAINTS - GLASS CHEMICALS BRUSHES PLASTICS FIBER GLASS 

ee 


o PITTSBURGH PLATE GLASS COMPANY 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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In Tune With Hi-Fi__.. 


om. (Am eon 


PECIAL 











plans was offered Stromberg-Carlson’s hi-fi district managers recently. Shown view 
ing a coaxial speaker in the Rochester plant are left to right, New York City man 
agers Elmer D. Godbold and H. Allen Hoffmeir; Stanley E. Guzzy, manager of the high 


fidelity consumer products sales; and J. W. Farrow, special products sales manager 





“Let's Make a Buck!” 


Anderson of Westinghouse urges NARDA dealer 


meeting in Milwaukee to stop talking price and sell fea- 


tures, also to help restore integrity to the industry 


Let raise our ight md all 
make a buck!” 

Vhis idea is taking root through 
out the radio- TN 
dustry. And this was the message 
to a group of National 


md appli mce itl 


Appliance & Radio-TV Dealers 
Association members in Milwaukee 
on April 3 when they were ad 


dressed by John H. Anderson, 
Westinghouse 
major apphance division 

“It’s pretty 


one place VC Ve had enough talk 


manager of Co.'s 


ipparent that the 
ibout price is the 


dustry,”” Anderson said 
Lhe po nted out that, while other 


ippliance in 


industries have consistently raised 
thre price ot thei 


trend ha pecn 


products the 
ipplian price 
| 


1h 
Ihe piace mdu ti if th 


fact evel has had to learn how 
to | to wring the same net proht 
ut of es that it achieved 
1} | ‘vi ti | thi ll 
t \W ittempted 
t th st nlined, mechanized 
oduction techniq ncreased 
fhoien md tl i Ip 
kt i Anderson stated 
In fact ( tten 
it producim have trou t 
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Somme 


can match ours im 


keep from over-building 
other industri 
treamlining their 


method 


produc tion 
f new 


ind development ¢ 
technique but they've financed 
their methods with an expanded 


We've kept prices 


making technological 


price structure 
level while 
trides,”” he continued 

But Anderson emphasized that 
the time has come 
hould be 
Ile urged dealers and distributor 


when price 


ubdued in advertising 


to sell features rather than price. 
He also outlined the wa 


facturers are trying to stabilize the 


manu 
ndustry and restore integrity to 
the marketplace Included wer 

More advertising help 

\n incentive program 

Factory help in th 
nodernization field 

(ood sales training 

\ build iles cleanup 


kitchen 


Anderson ontended that the 
nd more te being taken by 
nanutact I | th I me ofa 
ican-up ynpa ! » the 
nadust ta tsclf 

He al 
facture t plan | 
than a th tuat t 

etit ) } 


Sylvania Out Front. . . 


with competitors not far behind in the race 


to use the 110-degree wide-angle television picture 


tube; many “big screen, small cabinet” sets due 


Sylvania Electric Products, Inc., 
is apparently the first manufacturer 
to go all-out for the 110 degree 
television picture tube. The com- 
announced that it is 
1958 television 
110-degree mag 
netic deflection picture tube Sy] 


vania introduced three 


pany ha 
building its entire 


line around thi 


110-degree 
174nch portable models last De 
cember 

Other manufacturers have indi 
ited use of the 110-degree tube, 
but to date of thi 


have plans for 


writing none 
converting their en 
Radio Corp. of America, 
for mstance ivs if is now In pro 


tire line 


duction on these tubes 
to have an output of 
June I hie 


that all of it l-inch and some of 


and hopes 
500 per day 


OmMpany CON edes 


its 17-inch sets will appear with 
the 110-degree tube. No further 
plans have been ealed 
General Electric Co. ha 
duced new 14- and 17 
ble ‘I'V set 


intro 
inch porta 
utilizing the 110-de 
gree tube, according to Joseph F. 
I’ fhnger, sales manager of the TV 
receiver division 
it GE on the 
110-degree set 

All Manufacturers. It is pretty 
writing that almost 
every manufacturer can be ex 
pected to have some kind of 110 


wide-angk 


Officials are mum 
ubject of further 


plain at thi 


receiver on the 
market by the time 
ngs are ove! 
According to Sylvania public 
reaction to their initial models ha: 


degree 


pring show 


been ‘‘tremendous, and despite in 


creased production the Sylvania 
110-degree portable till 
short supply 

Marion | 


vice pre sident of 


ire in 


Pettegrew, Sylvania’s 
operations in 
charge of the radio and television 
division, says present plans for the 


extension of the 110-degree line 


include table and console models 
in 21-inch screen sizes 
W. Herbert Lamb, genera] man 


iwer of Sylvania 


tube division 


television picture 
tated that Sylvania 
now is producing 110-degree pi 
ture tubes in 14-, 17-, and 21-inch 
iz I'he new 21-inch tubes, he 
iid, are nearly six inches shorter 
than the commonly-used 90-degree 
picture tube ind are 20 percent 
hehtes 

Record Sales. 


reneral ile 


Rubert L. Shaw, 
manager of the radio 
ind television division, added that 
of Sylvania ‘I'V sets since 
the introduction of the 110-degre 


tube probabh will 
first quarter r ord” for the com 


unit sale 
tablish a 


pan 

Shaw, who recently com} leted a 
nationwide tour of Sylvania di 
tributors and ke iid that 
production cutbacks by most major 


dealers, 
television set manufacturers ha 
reduced the overall nationwide in 
ventory and apparently has elimi 
nated the threat of an 
dump 

Shaw iid, however, that he 
found that portable ets in other 
than the 110-degre« 


wide pre ad 


category are 
providing the only 


ible 


dum] iVali 


Scraping the Bottom 


The battle of price has gone as far as it can, 


according to new Lewyt executive Henry Dorff; con- 


sumer confidence in the price structure must be restored 


What does the 
try look like to a new vice president 
yf sales and marketing after a one 
vear look at it? Lewyvt ¢ rp new 
head of the vacuum cleaner divi 

n, Henry Dorff its back and 
isk Hlow lov in the bottom 


ippliance indu 


MAY 


1957 


exclusive interview with ELectri 


CAL MERCHANDISING. He nceded 


that dealer tacti ilo the n 
has broken the price structu be 
yond repall He ‘ lara lay 
thead for th present distribution 
tem 

At the same time, Dorff said, the 
ilways th nd needs th 

ict Chu facture 
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Some time ago General Electric’s Appliance 
and Television Receiver Division saw a new 
opportunity for G-E dealers. 





The opportunity resulted from the Company’s new centralized 
manufacturing plant at Appliance Park, Louisville. It became 
possible—and as a matter of fact, very practical—for us to ship 
a whole freight carload or truckload of appliances directly to a 
dealer. 

This is exactly what we are doing now. 

But how does this help the dealer? Obviously, this results 
in considerable savings. These savings can now be 
passed along by our distributors to their dealers in the form of 
a carload or truckload discount. 

Naturally, not every General Electric dealer wants a whole 
carload or truckload of appliances all at one time. This is one of 
the first things we thought of—because we regard the General] 
Electric dealer as the most important individual in our entire 
organization. 

So we worked out a way to make these savings available even 
to small General Electric dealers. On our distributor’s order, we 
will make up a carload or truckload of major appliances for two 
dealers any way they want, and both get the benefit of savings. 
(In some cases, it is far more practical to ship by freight car.) 

We believe this is good for our dealers’ business, and if it is 
good for their business, it is certainly good for us. 

General Electric Company, Appliance and Television Receiver 
Division, Appliance Park, Louisville 1, Kentucky. 


Progress /s Our Most Important Product 


GENERAL @@) ELECTRIC 
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..-I keep telling him, 


If you want it fixed right and fixed right away look 
under television service in the Yellow Pages!”’ 


THE AD SHOWN ABOVE is planned to stimulate new 


sales and service business for you. It appeared in Coronet 
magazine, read by over two-and-one-half million readers. And 
that's just part of the nationwide audience reached by the 


Yellow Pages campaign in leading consumer magazines, 
| , 


This advertising directs more and more shoppers to look in Find Your 
' Nearest Dealer 
the Yellow Pages. That is why it makes sound sales sense for In The 


you to have your name and sales message where prospects look Yellow Pages 


_in the Yellow Pages of the telephone directory! Call your 
Yellow Pages representative at the telephone business office for 


full information. 





must seek every medium to reach 
the consumer. He was quick to 
idd that he has no present inten 
tion of changing Lewyt’s distribu 
tion system 
No Confidence. Restoring the 
public’s confidence in the indus 
try must be a prime target, Dorff 
urged. He cited consumer distrust 
of fluctuating prices as one of the 
reasons for the soft market condi 
tions that have gripped a substan 
tial part of the industry recently 
Dorff stated that the consumer 
quite naturally says, “Sure, I'll buy, 
but I'll buy at my price because | 
don’t trust your price.” How can he 
trust it, Dorff asks, when he can 
probably go down the street and 
buy the item for even less? 
Manufacturers must tighten up 
on the standard of dealers, Dorff 
concluded. A manufacturer is bet 
ter off with 10,000 good dealers 
than with many times that number 
of shoddy on he indicated 
Dorff also complained that the 
price-cuttet orrals the market 
Chis place elling power in the 
hands of too few outlets, thus put 
ting the manufacturer at the disad 
vantage of having all his eggs in one 
basket, a basket that can be shat 
tered at the whim of a buyer 
Acknowledging that th« on 


umer has apparently lost all trust 


in price ind that price is nov 
held over the collective head of the 
industry as a threat, Dorft is never 


theles hopeful that all is not lost 

Restore Trust. He suggests that 
the industry try to reestablish con 
umer confidence by stressing fea 
tures and service rather than price 
and that manufacturers do them 
part by marketing their product 
through high-standard dealers. He 
ud, that with price as a panacea 
“it 1s impo ible for a good retailer 
to remain in busine the way he 
hould.” Stressing price, he said, “1 
harmful after the first benefits are 
milked off the top.” 

‘People are buying benefits, not 
aving Dorff continued. “Since 
they are concerned with value and 
value can be sold to them, a good 
dealer will get them in on a leader 
ind sell \ ilu 

Dorft expr ed confidence that 
the industry would continue to ex 
pand and provide more and better 
products, despite the present chao 
n pricing 

This is the way Dorff, who ha 
been with Lewyt for a year and 
touring the field for some months 
summed up the problems facing the 


ippliance = industr The former 
Gruen Watch Co. and Hartman 
Luggage Co. executive didn’t 


specify plans for Lewyt. What is 


going to happen there remains a 


Advertisers of branded products and mystery 
services are using this emblem to tell 
prospects how to find their dealers. 
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Can your 
customers 


wash dishes 


with a 


price 
tag? 


EMONSTRATE the features you can see! Show your cus- 
tomers why KitchenAid is the finest made...why there 
is a difference in price—and in results! 


Other dishwashers make claims of dishwashing efficiency 
..but KitchenAid can prove its superior performance. Just 
ask your customers what they expect from an automatic dish- 
washer. They'll tell you three things, none of which is star 
tlingly new—they expect complete washing, thorough rinsing 
and drying. The dishwasher that does these things the best is 
the best dishwasher. It’s as simple as that. 


You can show the washing and drying actions of the 
KitchenAid. No other dishwasher in the industry has anything 
like them. The huge revolving wash arm, with perfectly posi- 
tioned jets, covers every inch of the spacious wash chamber, 
power washing and rinsing with water far hotter than hands 
can stand. The most stubborn foods and greases don't stand 
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a chance. Plates, pots, pans, silverware—everything comes out 
hospital-clean. This is the Hobart washing action that has 
proved so successful in the large commercial dishwashers serv- 
ing the world’s largest institutions. YOUR CUSTOMERS CAN SEt 
rHIS FEATURE. 


KitchenAid is the only home dishwasher with separate 
motor and blower fan for complete, sparkling, sanitary dry 
ing. Electrically heated, circulated hot air forms a continuous 
drying pattern that covers every piece in the two spacious, 
cushion-coated racks. YOUR CUSTOMERS CAN SEE THIS FEATURE 


KitchenAid is engineered to do a job—not scaled down to 
meet a price. Dealer records show it does the job—with less 
than 1% service calls. That is mighty important to you, Mr 
Dealer. So are Hobart’s tremendous advertising program and 
the unequaled word-of-mouth selling support you get from 
enthusiastic KitchenAid owners. You profit from your efforts 
in behalf of KitchenAid,..you’re backed by the oldest and 
most respected name in the industry—Hobart. What more 
could a dealer ask for? 


Write to KitchenAid Home Dishwasher Division, Dept. KEM, 
The Hobart Manufacturing Co., Troy, Ohio. In Canada: 175 
George Street, Toronto 2. 





The Finest Made... by 





The World's Largest Manufacturer of Food, Kitchen and Dishwashing Machines. 


hhitchenAid ® 
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Electric Living 
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AN INTERESTED couple hear the “Live 


modernistic revolving model of a house 


Jetter Electrically itory as they review a 
a part of the Cincinnati Gas & Electric 


company’s booth 
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ANN HOLIDAY of the Cincinnati utility's home service department tells the full 
Housepower story to an inquiring couple at one of the many fascinating exposition 
displays 


AY 
Ig 
4 
4 


160 


Over 75,000 people thronged Cincinnati Gardens from February 9 to 17 to view 
the products of 125 exhibitors at Cincinnati Gas & Electric Co.’s . . . 


xposition 


’ - we 
CINCINNATI’S mayor, Charles P. Taft, beams his approval as J. R. Hartman, chair 


man of the exposition, left, and Jack Bogdan, president of the Cincinnati Electrical 
Assn., right, tell him of the exposition’s ‘‘Home in the Clouds 


— a 
a ~ TL. 
STAR ATTRACTION at the exposition was an all-electric “Home in the Clouds,’ 


which was occupied by three prize-winning couples who took turns at ‘being at 
home” in it during the exposition 
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outsells 


ia lutionary 

‘on and sales of Sylvanias revo 
ean 110 portable are ahead of all other 
brands combined. 


‘i YA Ss ie ; ee iwi fk — the 3 ii ge ff 22M Bag? / 
See. NEL SANA a. ant y 








Sylvania sets all-time TV sales records in 1957 


January...Sales Up 144.7% + February...Sales Up 217.9% 
March...Sales Up 253.5% 


And no wonder! —Sylvania’s entire line—paced by the sensa- 
tional acceptance of the 17” Slim Jim portable 
—is the HOTTEST line in TV today! 


Sylvania doubles its national advertising 


In support of tremendous dealer and public portable in May and June. Watch for full-page 
acceptance, Sylvania has more than doubled its ads in LIFE plus additional impact on “THE 
national advertising on the 17” Slim Jim 110 BUCCANEERS” every week on CBS-TY. 


Wouldn't it pay you to join the team that’s taking the lead? 


Sylvania Electric rreduct ius. 
Keep your eye on s, \ LV AN . A AD Mais Televison Hei 


... fastest growing name in sight 
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Convention-Goers pore over awards presentations as 


EEL TAKES A LONG LOOK AT SELLING 


“WW! haven't got any real promotion Housepower got a full urprise to all concerned Billed builder \ tast paced, really pro 
ipacity problem iid one cre four-man going over that only as a “‘special feature,”” G-E’s fessional show, Three Littl 
utility executive at the Edison pinpointed its successes in the first Ronald Reagan appeared on the Words,” used a cast of about 12 to 
electric Institute iles conference car, and pointed ahead to future rostrum and gave a short talk on nail the EEI audience in its seats 
in Chicago What we have to developments to expand the House vhat he was going to be doing to for all thirty minute 
do this year is put more kilowatt power impact. ‘The four men wer upport LBE. He pointed out that National Electrical Week got a 
hours through what we've got K. O. George, vice president, Di one-third of his commercial time low bow from Merrill E. Skinner, 
The impli ition was that they had troit Edison Gordon Patterson Wa pent pu hing LBE. and he Vice president, Union Electric Co., 
to sell harder and more produ president, Square D Co.; Oliver | underlined the fact that the name St. Louis, in his speech which 
tively Burnett, president, NICCA; N. B General Electric’ was never used showed the direct benefits of the 
The programs and ideas laid be Gussett, president, lowa Power & during these spiels, though, of week to all parts of the industry 
fore the convention were all aimed Light Co. Among the facts they course, (and naturally) General The next “week” will be in 1958, 
n this direction, particularly on marshaled was this: EFI spent lectric appliances were used to February 9 through 15. Skinner 
the residential sick Ihe most $650,000 on national advertising make the LBE point tated that the Electrical Week 
talked-of single factor was electric in 1956; in support of E-ETI’s pro Ihe rest of the LBE glamour Committee found it necessary to 
heating. Naturally, southern utility rams, other parts of the industry vas on the program: the first ap expand its production of planning 
men had the climate edge here, and pent $2,100,000. As Gussett said pearance of a 30-minute spectacular ind promotional materials for 1958 
howed the most interest and ex C‘hat's a real bargain illed ‘““Three Little Words,” and over 1957 by 25 percent In his 
perience, but northern and western Live Better Electrically took th played by professional actors. The introduction, Skinner smilingly ad 
executives were taking plenty of glamour approach in telling about how is designed to sell the LBE mitted that the idea of a “‘week’ 
note itself Almost every speaker men program to the people who will in was “square,” but that it had been 
The over-all convention program tioned LBI mut the first speecl turn sell it to the consumers: the uccessful beyond any expectation 
however. leaned in the direction of n the promotion itself proved a tilitie contractor dealer ind in garnering free space, in stimu 
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ANSWERING QUESTIONS, Harry Price makes his point clear 
With him is Phil Thomas, Rochester, N. Y. Gas and Electric, 
who heads EEI’s Coordination Committee 


“THAT'S OUR BOY!” say the expressions on the faces of four NARDA stalwarts as they listen to Harry 
Price’s speech to EEI on dealer relations. From far left are Ken Stucky, NARDA president; Steve Fein 
stein, vice president; Al Bernsohn, executive vice president; and Don Gabbert, past president 


oe 


ae y 


ay 
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FINAL REHEARSALS FOR LBE’S professional show were held in 


final script and timing details are worked out 


rooms close by the convention. Here HIGH VOLTAGE LADIES besieged K. M. LaRue for advance 


information at start of his speech on residential liehting 


H 

a 

. 
k 


JUST PART OF THE CROWD, actor Ronald Reagan and his 
wife wait to leave the convention hall. Surprise-speaker 
Reagan's talk “aimed to please” his EE|l audience 


THIS TRIO jokingly called themselves a “meeting of the alphabet.’ Shown here talking shop are, left to 


right, Russ Gingles of the National Electrical Manufacturers Assn., Fred McVey of REA and Harold Beaty 
of Edison Electric Institute 


MORE? 
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i urmbrel t in t esired as partners in such prom ell-designed niche for him to 
Hold a | notion ile hon LB and Hou cpowe! ind cet imto In a pirited talk that 
Hom cl department t 1 thi prom t " t down to ot top concentration from 
th ! | edit i i } j i ot il} help itl out iCICNce Price pointed out that 
i / ind f mth mal th p nt-Dpurdiu Spe ft ip utility iren ft the only pe yp 
| ! not | t notion | j utilit lo get trving to get into the dealer pro 
Part recto ttl llome Ser ne 1dca n building better deal notional lineup Ile f lowed thi 
d tt (seorgia P wperation, Eke] Coordinati by underlining the fact that utili 
( ina mirman of bel Lloun (Commiuittce nvited aL f the n ti have the idvantage of being 
el Committ romted ut tion best-known decal Ha local promot vho ire big 
that th 1) i i Price f Nortolh Va to la t cnough to put Ove! high-grade pro 
Tare] promot mal steam t iv local on the line md e them th motions 
LBI ) Hlousepower program dealer iewpoint At the annual awards luncheon, 
Phew particular talents in hom Price did In polit rut ce ome 22 representatives of priz 
plannin ind in homeowne! tam, terms, he told the assem vinning utiliti picked up plaudit 
tact can add an important foroy utility executives that deak i Winners of Hotpoimt’s George A 
through to promotion that stimu t ipation d p nded 1 deal Hughes awards included Southern 
late leads and ving idea fit mad that no deal vould California Edison Co llorida 





Co., Division C. winner; and Elizabeth Sweeney Herbert, Household Equipment Editor 
McCall’s magazine, who presented the awards. Each winner got $200 and a plaque 











right) George W. Ousler, chairman, EEl Awards Committee; Nora Steg, Kansas Gas and Elec laundry equipment are George W. Ousler, 
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SPEAKING UP for National Electric Week, M. E. Skin REDDY KILOWATT made regular personal appear APPLIANCE DEVELOPMENT was credited with giving 


ner of Union Electric Co St. Louis, Mo called it ances during the EE! convention. His mission: to continually fresh impetus to utility sales efforts by 
quare but most effective in at least 40 state announce meetings and ge t the audience in on Edwin Vennard, vice president and managing director 
heard from so far time of EEIl, in a speech, “Selling in the New Markets.” 
' na t ! p) Apphan ak il natura j nm programs that didnt hia Power ( Orp b lori i Power! and 


Light Co.; Georgia Power Co.; and 
the Washington Water Power Co 
George Westinghouse Awards were 
won by Cleveland Electric Ilumin- 
iting Co. and New York Stat 
Klectric and Gas Corp., taking 
first and second place ré spectivel 

Laura McCall awards were won by 
Nora Steg, Kansas Gas and Ele 
tric Co. Mrs. Suzanne Wofford, 
Mississippi Power and Light Co.; 
Mildred S. Ditzel, Dayton Power 
ind Light Co.; Mrs. Amy Thomp 
on, Florida Power Corp.; and Mat 
guerite Fenner, Pacific Gas and 
kK lectric Co. Other awards were in 
commercial, industrial and farm 
field 





McCALL AWARD WINNERS line up after receiving their prizes. In the picture are, (left to GIVING AND RECEIVING Westinghouse awards for promoting automatic 


chairman, EEl| Awards Com 


tric, Division A. winner; Amy Thompson, Florida Power Corp., Division C. winner; Mrs mittee; L. A. Duckworth, New York State Electric and Gas Corp., second 
Suzanne Wofford, Mississippi Power and Light Co., Division B. winner; Mildred S. Ditzel prize winner; Will Clark, Cleveland Electric Illuminating Co., first prize 
Dayton Power and Light Co., Division C. winner; Marguerite Fenner, Pacific Gas and Electric winner; and Jack Lee, V/estinghouse 


END 
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AMERICAN FURNITURE MART 


SUMMER MARKET 
June 17-28 


1,250 LINES -- LEADERS IN THE IMPORTANT THINGS 
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YOU SELL -- WILL SHOW FALL 57's BEST SELLERS 


Write TODAY for Admittance Passes 


he BP = fo y's hus Zz ie of ; / 














Emphasis has now swung from production to 
distribution. Both buyer and seller — more 

than ever before — want and need to know ‘what 
goes on — what the other is thinking about. 


More and more, the readers of this magazine are finding that furniture—and 
everything for the home—are desirable items to sell—at a profit margin 
which yields black ink at year’s end. It also keeps the customers in your 


store—rather than forcing them to look elsewhere. 


The American Furniture Mart’s more than 1,250 exhibits 
—furniture—appliances—stoves and ranges—have much 


to offer you this June. 


Truly—it’s the Place to Take the Pulse of Business. 


WRITE FOR ADMITTANCE PASS TODAY! sgghMllieresretes etcetera 
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2,000,000 Frenchmen attending Paris household show seem to say... 
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Les Appareils Sont Magnifiques 


the Dubo ham nm oth 
market for apphan In fact, al 
ol the muddle-and upper-aincome 
kil h i mn branes ire i th 
‘ of chan 

lhis was more than appa t last 
month when the last of a record 
two millon trench itizen ot 
every age and mecome filed out of 


Paris’ mammoth Grand-Palais and 
the doot hut on the imnual 
lrench look-see at the world lat 
est ideas in household item 
Modestly launched in the earl 
1920 the big and bra Salon 
rat Art Menagers Household 
l.quipment Show) has in recent 
ears become one of the most 
popular of Paris’ various interna 
lor three weeks, auto 


trafhie creeps around the sprawling 


tional show 


(jrand-Palai very morning, line 
of impatient visitors queue up long 
before opening tim Manv of 
them come to Paris from surround 
Ing provinces On spec ial train 
hrench marketing experts sa 
this mushrooming interest lead 


them to one conclusion: the 150 
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* These appliances are the greatest 


vite j | +] 


iin | LTiSicie tine 

1 ' 
(srand-Pala ncluding man ta 
nilia American firm ire edgin 


in iimnost-untapped lh rench 


harket ce ned to make daily lif 


Admiring Crowds. Kefrigerator 


vashing machin icuum clean 


id the like draw admiring 


owds in brance This is ea to 
understand when you consider 
that, of nearly 14 million French 
farnail only | percent own a 


refrigerator, 14 percent a wa hing 
machine, and 19 percent a vacuum 
leanet 

Before World War II, domestic 


help in France was easy to get 


even for lower middle-class families 


loday, maids are hard to find and 
costhy to keep More French wives 
ire working nowadays, too. So, 
with incomes higher than ever be 
fore and more need for mechanical 
help, it is logical that French hous« 
wives are interested in appliance 
ind housewares 

Thus the French home appli 
nee industry has had a uper boost 
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A GERMAN ironer draws a good deal of attention in appliance-hungry Paris 
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A SALE is chalked up by Hoover vacuum demonstrator who hit right couple 
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Customer confidence in local 
servicemen is due in large 
measure to the dependability 
of the products they use. 
Tung-Sol maintains quality 
standards that build up the 
local serviceman in his com- 
munity. 


TUNG-SOL ELECTRIC IN¢ 
Newark 4, N. J 


Sales Offices: Atlanta, Ga.; Columbus, 
Ohio; Culver City, Calif.; Dallas, Tex. ; 
Denver, Colo.; Detroit, Mich.; Irving- 
ton, N. J.; Melrose Park, Ill.; Newark, 
N. J.: Seattle, Wash 


Py ue ¢ hip Pualily 
@ TUNG-SOL 


Magic Mirror Aluminized 


PICTURE TUBES 
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in production and sales. In 1947, 
only 20,000 refrigerators were made 
in France, along with 8,000 wash 
ing machines and 100,000 vacuum 
cleaners. Last year, close to 400, 
000 refrigerators came off French 
production lines. Washing machine 
production hit 390,000 units while 
some 370,000 vacuum cleaners 
were produced 

Before the war, the bulk of 
household equipment sold in 
lrance was imported. ‘Today, for 
example, French imports of refrig 
erators, which made up 90 percent 
of total sales in pre-war days, have 
now dwindled to less than 10 per 
cent 

French Factories. ‘This sharp de 
crease in imports doesn’t mean 
that U.S. appliance equipment has 
been chased out of the French mat 
ket. Kar from it 
of refrigerators, in 1946 General 
Motors, which before the war sold 
its U.S.-made Frigidaires in France 


Again in the case 


it a low volume, set up Frigidaire 
l'rance in a modern factory outside 
of Paris. ‘Today, Frigidaire-France 
is by far the biggest French pro 
ducer of refrigeration equipment 
for both home and commercial use 
Its nearest competitor, incidentally, 
is Frigeco, a French outfit closely 
issociated with General Electric. 
Competing with French and 
other European brands at this 


year’s salon were such U.S. labels 
is Bendix washers (made in France), 
Philco air-conditioners, G. M.'s 
Irigidaires, Kelvinator refrigerators, 
and Hoover vacuum cleaners, Some 
of the imported equipment exhib- 
ited by Admiral, Phileo, Norge, and 
Westinghouse, was played up as 
“100 percent American.” 

Side-by-side with the appliance 
makers, other exhibitors displayed 
a variety of home furnishings rang- 
ing from antique furniture to a pair 
of electric scissors. G. M.'s Kit- 
chen of the Year 2000 was the big- 
est crowd-pleaser of the salon 

The woman uppermost in the 
minds of the exhibitors was the 
French housewife of today. With 
French family income increasing 
each year and a decreasing amount 
being spent on food, sales of house 
hold appliances in France are likely 
to go right on climbing. ‘The clas- 
sic French kitchen—with a table 
ind two-burner stove—is doomed 


Across the Continent 


Wilcox-Gay Corp, is expanding 
its operation on the West Coast 
Harold Ashbach and Sam Jenkins 
have assumed new duties for the 
promotion and sales of Wilcox-Gay 
ind Grundig-Majestic in that area, 
iccording to chairman of the board 


| conard Ashbac h 
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The network schedules of color television for the month of May include 


the following programs: 


WEEKDAYS, 1:30-2:30 EDT, NBC 


Matinee Theater 


MONDAYS, 8-8:30 EDT, NBC 
May 27); 9:30-10 EDT, NBC 
May 20 


TUESDAYS, 8-8:30 EDT, NBC 
CBS——Red Skelton (except May 7 


WEDNESDAYS, 7:30-7:45 EDT, NBC 


May 29); 8-8:30 EDT, NBC 


Arthur Godfrey Show (except May 


vision Theatre 


THURSDAYS, 10-1! EDT, NBC 


FRIDAYS, 3:30-4 EDT, CBS——Bob € 
The Xavier Cugat Show (except May 


of Riley 

SATURDAYS, 8-9 EDT, NBC 
ALSO— 

MAY 8, 10-11 EDT, CBS 
MAY 9, 8:30-9:30 EDT, CBS 


MAY 11, 9-10:30 EDT, NBC 
M Cohan 


MAY 12, 9-10 EDT, NBC 
MAY 17, 9-10 EDT, NBC 
MAY 19, 9-10 EDT, NBC 
MAY 26, 9-10 EDT, NBC 
MAY 27, 8-9:30 EDT, NBC——Prox 
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Club 60; 3-4 EDT, NBC-—NB 


The Adventures of Sir Lancelot (except 
Robert Montgomery Presents (except 


The Arthur Murray Party; 9:30-10 EDT 


The Xavier Cugat Show (except 


Masquerade Party; 8-9 EDT, CBS 
8); 


9-10 EDT, NBC—Kraft Tele 


Lux Video Theatre 


rosby Show; 7:30-7:45 EDT, NBC 


31); 8:30-9 EDT, NBC The Life 


Perry Como Show. 


U. S. Steel Hour 


Shower of Star 


Broadway,"’ the Legend of George 


The Goodyear Playhouse 
The Che vy Show. Dinah Shore 
The Alcoa Hour 


The Ge odyear Playhouse 


Showcase, ‘Festival of Magic.’ 





There’s every reason why serv- 


icemen feel this way. Tubes 
they need they can get. Quality 
is always uniform—always up 
to set manufacturers’ specs. 
Callbacks are rare, It’s more 
profitable for servicemen to 
use Tung-Sol Tubes. 


TUNG-SOL MAKES 


All-Glass Sealed Beam Lamps, Minia 
ture Lamps, Signal Flashers, Picture 
Tubes, Radio, TV and Special Purpose 
Electron Tubes and Semiconductor 
Products 


‘ Fela Z hip Gually 


@TUNG-SOL 
RECEIVING TUBES 
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SAN DIEGO Bureau of Home Appliances Conference hears C. M 
Charles Kitchens 
National Sales Manager of Kelvinator and Ed Nystrom, San Diego Bureau president 


Jewett, district 


sales manager for St Listening are, left to right, Ed Barnes 


Exercise Your Power... 


to put manufacturers and distributors on 
the right track—this is the message to dealers at San 


Diego Bureau of Home Appliances conference 


vor bed Barn nati nal ile mith ! thie te ics 
ment plu that 


demand for rey 


ulting from the 


vestern region man St tablishment of new famili 
Charl Kitchen Te lem In plannin rr i prohitabl 
Llorn head of Standard | name] rutu m oth mausti thr ippl 
i C0 nee deal must first ce ae vhicl 
Tri | tat ! that th idio i vach te \ ly tah in 

mc tel i lust Diuildin th ! itrat 1 if | | 

i frau ist j throug! pl | it mationa ’ mana ( 
ct } Te t ia 1 ie Kelvinat Lh deal na th 
t] th that ! 1 | ! or be l ha 

} fitall 1] } | ti " iit hf 

linat { t i win i na | Du 
1\ t nan Te) | if st | the f ) } 
! i t cia in ! i | ( f ! 

| | ‘ta { } if 

| t min lesman B ! Il ome\t 

1 ti th ut that th ut deal make 
market ta t t ht | i it 
hand uy tl t ut ik that the i i 
in} thy ry } 1 al ha t | 

In | t ! it m ’ 1 \ th | ! 

ru lel iv nf | i] tutu | ! a ( ad tha 
for the retail vho learns to 1] t naust: feature trippe 
prohitabl m th nom a ‘ md that t fh lt t 
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Dealers hold the power to « t iw this ahead 

them own future in the apphance 1) More radios to be sold as a 
1\ ‘sine but tl must exer result of transistors and other ad 
i th p t t manufta vances which will obsolete the mil 
ture mid distribute m the night lions of radios now in home 

track id Leonard ¢ I ruesdell 2) Sp tacular advance in th 
ce pre ident and director of sal iles of hi-fi, already evidenced b 
Zenith Radio ¢ or Chica " the trend to take considerable time 
his acdadre to nearl O00 mem be vav from ‘I'V to listen to musi 

of the Bureau of Llome Apphanes 3) A steady leveling of ‘T'V sale 

of San Dy it if mmual Wont it about OOO O00 unit ’ il 

Coonterence Coan thy in rogram i plat i of ile that wall be ct 





move the customer to the high end 
models where the profit lies. He 
pointed out that it costs the dealer 
no more to carry and feature the 
and that there i 


no extra cost in carrying the cu 


high end good 


tomer for high end models 
lor the average appliance dealer 
in the kitchen 


Dusine is to tie in with a local 


the answer to pronit 


ecialist who } equipped to do 


} 


erything about remodeling ex 
ept supply the ipphiance ud 
( M. Jewett, district ilesman 
iver, St. Charles Mfg. Co.. in hi 


talk to the San Diego dealers and 





distributors 

Cooperation between the appli 
ance merchandising dealer and the 
trained kitchen modernizing spe 
cialist is the true 
and profitable development of the 
3, Jewett stated 

San Diego County dealers and 
distributors heard a 
ount of the 
count 


answer to full 
kitchen busine 


glowing a¢ 
progress of their 
Anthony Borthwick, 
president of the First National 
Bank, and member of the Federal 
Reserve Board. Ed Nystrom, presi 
dent of the bureau presided at the 


from 


mecting 


Cautious Credit .. . 


. » . gets tongue-lashing from NARDA’s Bernsohn; 


bankers are told they may lose appliance financing to 


factory-owned operations or to dealers’ organizations 


loo cautiou redit terms for 


ipplhiance dealer ind consumer! 


ot a tonguc-lashing recently from 
A. W. Bernsohn, executive vice 
president of the National Ap 
pliance & Radio- TV Dealer \ 


ition Vor nportant, — th 
val anking is delivered at 
the annual conferen f the Con 
iL Janker Association, Cen 


tral Western section 


Bernsohn told the bankers that 


the particularly needed to r 
examine the poli covermg sale 
of top brand name merchandise 
f th vant to retain their shar 


f ipphan ce financing 
bh pointed to two recent cd 
e| pinent vhich indicate 19 


night be a wise time for banker 


re cw ipphiance redit poli iT 


1) The fact that many dealer 
1 establishing or buying into 
finance operation f their own 

2) ‘Th ul enjoved by fac 
t vned finance compan ind 

mothe tablishment — of 


\ longer are these firm on 
merchandise 
In parnn manufac 
tated Com 


ise that operating on rival fuel 


being financed me of the 
TED pat hae Th vorkin loser 
ind Lose vith th a iler id 
iting that bankers may find com 
tition for the appliance busi 
i more acute than eve before 
When deal how ibso 
tely no repossessions for a coupl 
r veal Bernsohn continued, “he 
now hie l mn n man 1 mat! 
ial sale that h ould have made 
ht Lak han 
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house will find 
that vou 


he lc vA 


imilar evidence 
volume is fat 


hould be 


competition howed 


ippliance 
vhere it because 
more con 
fidence in this industry than you 
did 

Weeding Out. Bernsohn added 
that the cost of tooling up for mer 
handise and of dev loping execu 
tive and distribution teams have 


climinated man marginal ap 
manufacturers in the re 
cent past. He also said that the 


ompe titi 


pli mice 


ispects of the appliance 
business have weeded out man 
He asked the 


to adjust their polici 


credit executives 


to meet the 


needs of today prof ional ip 
plian e dealer Ile urged them to 
idjust their reserve requirements 
iccording! to the individual 
dealer's performance 


Bernsohn 


that an appliance in ¢ 


reminded the group 
sential in 
vestment—a durable goods item 
He said short credit terms may be 
necessary if ustomel! i tran 
ient or emplo ment is unstable 


With well-emploved home own 


iowevel 6-month loan n a 
od set of ipphance ire not te 
far out of line, with 24- and 30 

nonth loans being a epted 
the way to sell the best 
B il ith ! a ! ) tr il 
} iit l vho I 
peratin t it 
t] know h proht 
ir omimng from He balan 
promotional nerchandise vith 
profitable mec! handise Or else doe 


nough volume on low operating 


expens¢ to ell promotional Hic! 
handise profitably. He promote 
usin ictive ind know vhat 
| ’ 

" doin 
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A. 0. Smith Permaglas—No Metal ee To Corrosion 


2 


& 


bs f 
BRAND C—Badly Eroded— METAL EXPOSED 


«were OUflast all ofhers 








LASTS 


55% LONGER 
AVERAGE OF ALL BRANDS 


certified laboratory tests prove 
that Permaglas glass-lined water heaters 


An independent research laboratory made accelerated life tests of 
Permaglas, and of six other nationally advertised water heaters 
You see the certified results here they speak for themselves 


plus C.F.P.* 


Permaglas gives you the most 


Better Glass... 
Permaglas gives you superior 
glass lining with the added “‘ plus’’ powerful advertising and promotion 
of *Controlled Fusion Process. Only campaign available. Why not sell 
Permaglas...a quality product of the best. Call your Permaglas 
A. O. Smith gives you C F.P distributor today 


research a better wa 


AO Smith 





PERMAGLAS 


Licensee in 


P OR A fT 


DIVISION, KANKAKEE. ILLINOIS 


International Division, Milwaukee 1, Wisconsin 


Canada: John Inglis Co., Ltd 


THAN THE 
TESTED 





| 


nia hi ers 
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MORE PROMOTIONS in the Far West can be the only outcome of this meeting dur 
ing PCEA conference in San Francisco when six league managers got together to 


swap ideas 


trical League; Bert Reynolds, Northern 


Left to right; Vic Hartley, PCEA; George Cain, Sacramento Valley Elec 
Calif. Electrical Bureau; Glen Logan, 


Electrical League of Los Angeles; Bill Johnson, AMA, Phoenix; J. Clark Chamber 


lain, Sor 


Diego Bureau of Home Appliances 


“Atomic Selling’ 


The Pacific Coast Electrical Assn. hears plea for 


high-powered selling; 


several 


industry personalities 


point to weaknesses at the retail level 


ilesmanship will have 
to be imected into the electrical 
madust to pave the way for the 
itomu 


coming of the we ot powel 


yeneration than 0) mem 
ber ft the Pacific Coast i lectrical 


Ass! Busine 


THe 


Deve lopmne nt sec 


tion heard trom O. R. Doerr, vice 
presicent im charge of ile ot 
Pacit Gas & Electr is he ke 
note the group recent onven 
fion yan brancisco 

| tomer is going to have t 
l led by an atom type of 
ell efore he can make maxi 
mu e of the 400 to 500 ippli i 
tol f electricity that will be 
ivailable. Doerr iid, as he men 


tioned that the age of atom: pow 


im increase of Oo 7 
HO ercent in the use of electi 
t \We have the makings of that 
At) I That ile program i 
itional promotion he 
ut, but there is room for 
ma I big ideas that vill mot 
ite tomers to use our product 
! eater degrec 
\ h rea i Vii i Hil 
n important ht now t 
th t il indust nd Walt 
1. Nlavtham, PCEA | ent a 
nt f Westingh 
| ( use the it 
cust facin i high ind high 
! en t i! Decal 
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traws mn the 
ibly this prospenty is not as firm 
we would like to believe. Sales 


vind suggest that pos 


vill keep prosperity going, he said 
ind an honest look will help find 
| Way 

Dealer Methods. 


to be 


The only thing 
today 1 
method it 
dealer level tated J. B Kip 
\nger, national radio sal man 
wer of Motorola iddre to 
the combined sections of the Busi 
ne Ly velopment rroup of PCEA 


Price have not gom 


concerned about 


ling and servicing 


ill hi 


up enough 


incl the ustomer 1 ctting too 
wd a buy, he commented. Ob 
ilescence is th ke vord today 
he noted, and to get the job done 
it the retail level, creative sellin 


necessa©rs 
Phenomenal trick have been 
the electrical industry in 


ordination at th 


made by 
national level 
but much of the success in the 
future will depend on what is don 
it local level, indicated J]. Reed 
Hartman, chairman of the Electr 
i) Industry Coordinating Group 
ind vice pre ident of Cincinnati 
G&kE, in his talk to the group in 
San Franc 

The utiliti non-competitve 
ind with a definite stake in <« 


rdination, should assume the r 


, , ' , 
onsibilit it | i evel, h uid 


» A New Name... 






. would appear to be the fate of RETMA as the asso- 


ciation goes to work to change its old one: Balcom to 


receive 1957 award; three directors named 


he Radio-Electronics- Velevision 
Mfrs. Assn. is considering changing 
Phi Wa 


agenda of the association 


its mame an item high 
on the 
first quarterly meeting in Wash 
ington, ID. C., March 13-15 

4 recommendation was made to 
ubstitute the 


nm place of the 


word “Electronics” 
“Radio 


Television” in the in 


present 
Ilectroni 
terest of simplicity and in recogni 
Other sug 
gested names were “Electronic In 
dustry Assn ind “Electronix 
Mer Assn.” ‘The organization 
considering the pro 


tion of industry trend 


committee 1s 
posals and will report to the board 
of directors on May 17 

Many high-ranking government 
officials joined about 400 RETMA 
members at business meetings and 
ocial affairs during the industry 
conference. Several spoke on top 
ics of current interest. RE TMA 
ilso formally opened its new head 


quarters during the conference at 
I reception 

Other Highlights. Other high 
lights of the meeting included the 
election of Max F. Balcom, past 
RETMA president and long-time 
director, as recipient of the 1957 
RETMA Medal of Honor, which 
vill be awarded in Chicago on Mav 
1¢ 

I hree new 
elected: C. B 


Litton Industries, Inc., 


directors were also 
Chornton, president, 
and chair 
man of the military products divi 


ion; W. | 


Joyce, vice president, 


ipparatus division, ‘Texas Instru 
ments, Inc., also from the militar 
products division, and Arthur J 


Chapman, president, CBS-Hytron 
from the tube division 

President Baker, in preparation 
for the rd annual 
Chicago May 15-17 
Balcom 
nominating committee and director 
Leslie F. Muter chairman of the 
convention committee. It was dé 
cided to hold the early fall qual 


terly meeting in Los Angeles and 


convention in 
appoint d di 


rector chairman of the 


the regular November meetings in 
New York City 

Ihe tube division also discussed 
the possibility of changing its name 
ind broadening its scope It re 
eived a report from the engineer 
ing department on the sharp in 
reases in registrations of transistors, 
Alarm was ex 


diode ind tube 
pre ed Vel the 
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foreign tube import 

member five active 
idmitted to 
the association, bringing the total 


to 36] 


Six new 


ind one special, were 


Committee Chiefs 


Chairmen for the 1957 commit 
tees of the National Appliance & 


Radio-T'V Dealers Assn. are as fol- 
lows 

Harold Witham Bakersfield, 
Calif membership committee; 
William Murray, Paoli, Pa., Club 


100 committe 
hlint, Mich 
tions committee; Don 
Minneapolis, Minn 
tional materials committee; Harry 
Price, Norfolk, Va NARDA In 
stitute of Management committee; 
Mort Farr, Upper Darby, Pa., legis 
lative committee; D. R. Mullen, 
She boygan, Wisc., Blue Book com- 
ind Ken Stucky, It. Wayne, 
Ind., business records committee 
Jud Marzke, St. Johns, Mich., 
consumer credit insurance commit- 
tee; Frank Ruth, Alliance, Ohio, 
iwards committee; Frank Monette, 
Lowell, Mass., consumer products 
committee; Vic Joerndt, Kenosha, 
Wisc., NARDA budget committee; 
Frank Murphy, Bristol, Conn., edi- 
torial committee; Steve 
Boston, Mas exposi- 
tion committee; Ken Stults, Muske 
gon, Mich., ‘T'\ 
Ruffolo, Kenosha 
SCTV 1CC A] 
City, Okla 


comunittes 


Stuart Greenley, 
manufacturer rela- 
Gabbert, 
dealer educa- 


mittee; 


idvisor 
Feinstein 
ervice; Louis 
W isc , ippliance 
Robertson, Oklahoma 
NARDA sales 
Sam Singer, St 
Mo., costs-of-doing-business com 
mittee; R. \ linch, Medford, 
Ore., of NARDA’s financial rela- 


tions committee 


training 


I OuUulS, 


Fanning Interest 


I:ncouraged by the responses ot 
National Ele 


electric fan s¢ 


previous yea the 
trical Mfrs. Assn 
tion is repeating its “May Days Are 


kan Days program again thi 


his yCarl, 
being offered for 
contest. In 
display poster is being offered; sta 


S>UUU In prize ire 
winners of the 
iddition, a window 


2.9 
tionery is available, and a_ book 


let explain ontest detail 
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NSOLE 21K70M, MAHOGANY 


SEASON OPENERS! T'wo brand new league-leading values from Motorola TV, offering TABLE TV 21137M, MAHOGANY 
NATIONALLY ADVERTISED AT 


rich contemporary styling and outstanding performance. NATIONALLY ADVERTISED AT 


Each features convenient Pushbutton On-Off, new lifetime focus 90° Aluminized 
Tube for clearer, brighter pictures, new 4-wafer ‘‘Zero-In’’ Cascode Tuner, famed 
“‘Alnico 5”’ speaker, Magic Margin frame, tinted Eye-Shade filter. Both in Blond or 
Mahogany wood finish, full 263 sq. in. picture-viewing area (21 in. overall diagonal). 
! ° ° 
RETAIL SMART CONSOLE has acoustically balanced sound-out-front, sleek brass-trimmed legs. RETAIL 


TABLE MODEL is inches trimmer, has Right-Up-Front controls (legs optional). 


NATIONALLY ADVERTISED—LOCALLY PROMOTED 


Your customers will see a full-page ad in material for window and store (includ 
the May LIFE Magazine announcing ing all material needed for a really hot 
the brand-new Motorola-Bob Feller TV “Baseball Party’ that can be set up in 
Specials —sending people into your store any dealer's store). Don't get left on 
for Motorola TV and for (1) the free first base...let’s play ball now and 
"How to Improve Your Baseball’’ book count real winnings later! 

let, and (2) the $2.50 value Bob Feller 

Official Baseball for only $1.49! BIG “BASEBALL PARTY" 


So be sure your order is in now for your 


supply of TV specials, booklets and FOR YOUR STORE 


baseballs as well as your promotion Your Motorola distributor has the information now! 


For Promotions That Sell Products... See 


MOTOROLA TV 


World's Largest Exclusive Electronics Manufacturer 
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PROMOTION 





Traffic Boosters 


Life-size merchandising premiums are available for 


use by manufacturers, distributors, and dealers; some 


manufacturers report their successful use 


Havin i West p not if 
rustle up sale Or one to attract 
parent through nidren 1) 
you want a Super Market displa 
i Treasure Chest? any other kind 
#t trathe-buildin yomtot] i 
et-up 

You can have just if 
thing you want ait tem i 
obtainable through M iandising 
Premium In 14 West 4 I 
St.. New York 36, N. ¥ 

MPI offers a line of If / 
fiber board to that can be used 
displa premium tt In 
cluded in the standard ital 
line are such items as refrigerator 





EVERYTHING BUT ICE CUBES 


able to the juvenile 


is avail 
housewife’ who 
owns one of Merchandising Premiums 


Inc.'s life-like refrigerators. Many such 


items are available for use in store 
promotions 
cl range promot 1 rea i TO 
mother, a toy for daughter L here 
itt ilso V< t th t.ill hi house tip 
market treasure hest doll 
house ind puppet tl t 

In addition to the standard line 


ustom-bualt item obtamed 


But 


ith i 


clue t th price of pecial 


au thre miust = be ordered i" 
junit t h thi 
T Coustom fon i 
ppl l Pih.tll 
i notion 1 
na | t 1a Christ 
’ 
} ' 
tan ! 
' 
' 
' 
il t 
} hy ; ; 
iT 
Ih . ! 
ported to ha i it Vhol 
pny tik 


Standard ‘Toys. \I vand 


tandard toys have been 


radio-T'V 
Philco ( Tp 
ranch 
Zenith gave awa 
for $1 
th the purchase of every portable 
Norge adapted an MPI play 


booth 


Premium 
cd Wb the in the 
held 


tandard 


' 
ri ' nice 
itt ppd 
cd the house a 
iWwad 


(}i I 


treasure chests 


ind gave 


vith a 


tore into a circu 
booth iwa circu 
part ofa circu promotion 
Lhe company used 40,000 


Price oll 
not high. If 


the standard items are 
ordered by the 
market list 


dozen 


if mstan per 

it $48.00. cost $0 ($1.90 per 
init Al] tock item range in 
price from as low as $6.48 per 
dozen + per unit for a ga 


tation to $39.90 per dozen 
unit) for a right size doll 


per 
Ouse 

Sample under six piece can 
be obtained by dealers for the 
ingle unit rate plus 10 percent 

‘hese durable toys can be indi 
idualized vith = the ompany 
name and slogan or trademark. It 

even possible to put individual 
tore ran on the di play 

MPI has just unveiled a fur 
th nnovation m= thei tandard 
live lhey are producing the item 
n gold and sil foul for maximum 
ttention and app il 

VIPI eport that th have been 
ry Punsanne for two years and that 
demand increas for theu 


produ t 


4-Way Attack 


National Radio Week i 


oming 


ip. It is slated this year for Ma 
l | 
Lhe weel fo ponsormg a 
ition a ted the plan for 


he event 
Lhe National \pphance & Radio 
IV Deal Assn. has ce oted a spe 
uc of NARDA News to 


I 
the wee proving suggestion 
for dealer promotions and _ tie-in 
th broadcast distributo ind 
nutact I'he dealers will also 
| Tr ike fo nu t Hit 
luring th d 
Th Nat hdl \ l I Rac Nv 
Pel iB Kicast Pp miuced a 
np i kit materia 
i | it te il] Klio Station 


Tie-In Gift-Wrapping 











IN A TEST, U. S. Steel-inspired promotion, Partridge & Rockwell, Inc., a Greenwich, 


Conn., dealer, 


recently stimulated housewares sales with gift-wrapped appliances. 


In cooperation with U. S. Steel's ‘Shower the Bride—Give Her Gifts of Steel’ promo- 


tion, P & R tied-in with a local stationer, who gift-wrapped the housewares with 


Dennison Mfg 


Co. wrappings. Customers could have the items wrapped the way 


they appeared in the window. Shown are a toaster, electric fry pan, mixer, and iron. 





March. Letters 


200 civic and 


the last week in 
vere also sent to 
track 
inl cooperation 


Ihe Radio Advertising Bureau is 
thre 


One 


organizations seeking support 


pro iding way assistance in 
the promotion of National Radio 
Weck. Member stations will r 
ceive kits containing pot announce 
ments designed to ippe il to 5 pe 


ific segments of the radio public, 


5,000 Triple 


Cedar Rapids “Whirl-A-Thon” draws crowds, 


boosts sales in 36-hour selling spree, sparked with prizes, 


model news releases, 


pr pared 


wo 


peeches, and program ideas. T 
ets of transcribed musical jingles 


will be distributed. RAB chief 
ecutive will address audien 
icross the nation 


The Radio-Ele 
M[rs. Assn. ha 
ers to its plans and urged them 
the event \ 
ind dealer kit was sent in April 


tronics 


alerted manufact 


upport distribu 


Sales 


featuring a TV star, and triggered by ad push 


A whirl of activity took 
it Standard Appliance Co., 
Rapids, lowa, from 9 a.m 
YtoY p.m March 30 
ou Wil i W hirl-A 
Thon ile held to introduce the 
full line of RCA Whirlpool hom« 


place 
Cedar 
March 
Lhe rea 


hour 


ipphianc ind Istate gas range 

An timated UUU peopl re 
ponded to the sale. Sales tripled 
those usually made on Fridays and 
Saturday 

The Attractions. ‘There wer 
drawings eve hour for a variety 
if prizes, including an RCA Whirl 
pool retrigeratol hair dryer i 
power drill kit, cannister sets, and 


tuffed animal 


wer rather than 


played Di Cal 


MAY, 
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planned in advance to help sal 
men close deals. ‘There were 
wal ind customers had an 


portunity to meet television 


| ran Alli on in pel on. 


lo stimulate buying 500 helium 


filled 


ceiling light fixtures 


balloon were ittached 


apphanc were 


tunity to break a balloon and 
ceive the prize it 
certificate for a free di 


or for a gift uch a 1 


con taince 
Wi pa 1 
tu 
ord album 

the ile t 


with t 


imimal or a re 

Advertising of 
the pr 
pots on two radio station 
I hursdavy, truck wa 
in the Cedar Rapids Gazette 


eceding luc day 


! doublk 


MERCHAND 





l'elevision 


Purchasers of 


given an opp 


cx 


ccs 


ur 
to 
tor 





; 


; 
) 





nt 


ty 


is 








ISING 


Now RCA Victor advertising reaches even more 
people in your area with Reader's Digest- 
the magazine with the world's biggest audience” 


® 


READ BY 45% OF ALL PROFESSIONAL PEOPLE READ BY 27% OF ALL SALES PEOPLE 5 READ BY 25% OF ALL HOUSEWIVES 


a, 
o> 


& » 
J 


4> 
| 


READ BY 36% OF ALL CLERKS 


7, 


\7, 


es eRled « sd ee 
READ BY 37% OF ALL BUSINESSMEN READ BY 25% OF ALL TEENAGERS READ BY 23% OF ALL YOUNG MARRIEDS 
* oe omer a 
we 


b, 


— 
7» 


} L 
piip 
ad 
|! : 
(on ie 
\e > 
4 
Ly ; 
- 
* 


a 


7 
. 
el 


. 
ft 
An average of | out of every 4 Americans, over the age of 10, reads the Digest. Think how much 
pre-selling that means in your community alone! Add this tremendous circulation to the whopping Radio 
and “Victrola” advertising program and you'll see why RCA Victor is more than ever —“the most heavily 
advertised line in the industry”! Sell the line that gives you the hardest sell—RCA Victor. 


~~ 
~ r} paye-and-a I 1 appear n the 


-—, ~ Ma ie Of Reader yest, Other ‘ / we 
BE Mey iro eters Bet Ou RCA VICTOR 
ed eventee! cholastic Magazines, - , fh oni N OF AMERICA 
: : and cholastic Roto = 


And there are 
- sige CAMDEN #, NEW JERSEY 


erciais on Lop radio 
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PRANK HH. FISHER 


Gibson Refrigerator Co.—l rank H 
Fisher has been named manager of 
refrigerator sales. Dale H. Heinlein 





cae 
BRAND LASETER 


Brand 


Laseter has been named sales man 


lait Manufacturing Co 


ager for the Rapidayton and Com 


mander line of consumer product 





8. O. RICHARDS 


Westinghouse Electric Corp. — RB 
(). Richards has been named man 
wer of advertising for the custom 
department R. H. G 
Mathews has been named manage 
of a newly formed High Fidelity, 
Radio- Phonograph 


kitchen 


department 


John I’, Moyer has been appointed 
manager of dealer promotion \ 
gional appointee is Carroll \ 
Roseber named vice pre ident 
ind manager of the mpan 

midwestern region 


Robert Smith ha 
entative 
fi the New England territorn 


Pentron Corp 


been named ile repre 


Whirlpool-Seeger Corp.—Paul La 
Roche has been named Cleveland 


Ohio regional sales manag 
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NEW FACES IN NEW POSITIONS 





has been ippointed manager of the 
compan 


motion 


Lewyt Corporation—Ilenry Dorfl 
has been elected vice president in 
charge of sale 








a. 


DALE H. HEINLEIN WILLARD BURROUGHS EDGAR E. DONALDSON 


Perfection Industries 
Donaldson has been 


White Products Corp. Willard 


Burroughs has been appointed vice 


Edgar E. 
appointed 
manager of appliance sales. 


idvertising and sales pro 


president in charge of sales. 





HENRY DORFF KEN BLAKE 5S. C. REXINGER 


Toastmaster Products Div., M«< 
Graw-Edison Co.—Scott C. Rexin 


ger has been named sales manager 


Symphonic Radio and Electronic 
Corp.—Ken Blake has joined the 
ind marketing su¢ company with title of advertising 
ceeding Walter J. Daily ind sale 


promotion manager, for domestic appliances 





LEONARD W. SMITH VICTOR A. MONNER MARTIN B. COHN 


Norge Div., Borg-Warner ( orp 
Leonard W. Smith has been named 


director of sale 


Welbilt Corp.—Martin B. Cohn 


has been named national sales man 


Sterling Hi-Fidelity, Inc.—Victor A 
Monner has been appointed sales 
planning A re manage! ager for the 
gional appointee is George P 


Hinkley, named New England dis 


trict manage! 


corporation's range 
divisions. 


ro: 





Phileo Corp.—Morgan Greenwood 
has been named sales manager fot 
laundry 


equipment succeeding 


Regal Ware, Inc.—L. W 
“6 ; James M. Hufnagel. Six new ap 


has been named vice-president in 


charge of sale 


I lieman 


promotion pointments have been made in 
ro orld 


Philco’s home economics depart 


American Kitchens Div.. AVCO ment staff; Maureen Hickey as su 


Mfg. Corp.—Paul K. Riedman ha 


been named district sales 


pervisor of laundry training and 
testing; Kay Just as home economics 
director for the North Atlantic 


manage 


in Chattanooga, Tenn., and L. O 
Braun to a like position in Mem region; Jean Burtiss, director of the 
nh Allegheny region; Mildred Gregory, 
phi 
director, central region; Murriel EMMETT E. PALM 
DeWald Radio Mfg. Corp. Bridge, director, ‘Texas region; Sweden Freezer Mfg. Co.—E:mmett 
George H. lass has been appointed l'rances Alexander, director, north E.. Palm has been named domesti 
lomesti marketing director vest refion iles manager 
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YOU CHANGE YOUR ADDRESS 


Be sure to notify us at once, 
so future copies of ELECTRICAL 
MERCHANDISING will be de- 
livered promptly. 

Also make certain you have 
advised your local Post Master 
of your new address so other 
important mail doesn’t go 
astray. 

Both the Post Office and we 
will thank you for your thought- 
fulness. Mail the information 
below to: Subscription Dept., 
ELECTRICAL MERCHANDIS- 
ING, 330 W. 42nd St., New York 
36, N. Y. 


NEW 
Name 
Address 
City Zone Siate 
Company Title 
OLD 
Name 
Address 
City Zone State 


ELECTRICAL MERCHANDISING 


330 W. 42nd St N.Y. 36, N.Y 








Only 8 Versatile 


“ROSCO” 
COOLER COVERS 


Fit Over 70 Coolers! 





4 SIZES FIT ALL POPULAR 
EVAPORATIVE WINDOW COOLERS 











4 SIZES FIT ALL POPULAR 
REFRIGERANT WINDOW COOLERS 


Designed to give you the highest sales potential 
with the smatiest stock Fit all but the most 
unusual shaped air conditioners. Proved by over 
four years of service 


#® Made of heavy weight 8 oz. Duck treated 
to repel water and mildew 


@ Constructed with grommets in double re 
inforeed hem for top strength 


#@ Adustable for snug fit with lacing cords 
that pass through grommets 

@ Individually packaged in attractive clear 
plastic with instructions and ittustrations 
on each package 


See your distributor, or write for price list and 
quantity discount 


ROBERTSON Sales Company 


P.O. Bex 892 Okiahome City, Okle 
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Distribution — African Style 








TRAVELING 5,700 miles from midwestern United States to North Africa this Kel- 
vinator ‘‘Fooderama” is headed for Tunis, Tunisia. Batiment, Inc., Kelvinator’s 
North African distributor for 22 years is one of the largest appliance distributing 
organizations in that section of the African continent. 


DISTRIBUTOR NEWS 





@ Modern Distributing Co., Cin 
cinnati, Ohio has reorganized, with 
Oscar W. Schirman as president 


I'he firm, was formerly owned by 
{,. ‘Il’. Patterson and Schirman, Pat 
terson is no longer associated with 
the firm. Philip W. Pugh, is the 


new vice president, sal 
PERSONNEL APPOINTMENTS 


Graybar Electric Co., Inc.—-W, D 


Anderson operating manager, 
Springfield, Mo.); D. L. Pulliam 
manager, Oklahoma City, Okla 


Stuart F. Loucheim, Philadelphia 
Pa.—Robert J. Higgin: 


Hdanhagel 


idvertising 


New Sales Firm 





R. C. “RED” CONNELL is president of 
the newly-formed Cobi Midwest Sales 
Co. in Chicago. Hal Biddle is vice presi- 
dent of the appliance and housewares 
sales firms. Connell was formerly vice 
president of sales for Norge. Biddle 
was vice president of lronrite 


1957 


Olympic of New Jersey, Inc., New 
irk, N. J.—Richard B 


vice pre sident 


Dreazen, 


Homes, Ltd., San 
Stuart D. Pain 


Thompson & 
I'rancisco, Cal 


pre ident) 


Distributors Named 


Amana Refrigeration, Inc.—Mod 
em Kitchens, In Washington, 
D. C.; Sun Apphance & Electric, 
In Abilene, ‘Tex 

Ben Hur Mfg. Co. Major Distrib 
utor Oklahoma = City Okla.; 
Cooper-Louisville, Louisville, Ky 
Allen B. Du Mont Labs, Inc.- 
Standard Electric Supply Co., Mil 
waukee, Wisc.; Moore-lischer Di 
tributing Ce Inc Charleston, 
S. ¢ Albuquerque Music and Ap 
N. M 
Williams Corp.—Dacotah 
Paper Co., Fargo, N. D 
Hoffman Electronics 
thompson and Homes, Ltd., San 
l'rancisco, Cal.; D. N. Latus Co., 
Helena, Mont 

Radio Corp. of America—Carter 
Johnson, Inc., San Diego, Cal 
RCA-Whirlpool — Carter-Johnson 
Inc., San Diego, Cal 

Republic Steel Kitchens  Kobbins 
Pittsfield, Mass.; 
Minn 


pli ice (Co 


eureka 


Albuquerque 


Corp. 


Gamwell Corp., 
Sigwald Engineering Co., 
apolis, Minn 

Signal Electric—Chapman and Co 


Wedgewood Appliances — National 
Appliance and Heating Corp. 
Seattle, Wash 


Westinghouse Portable Appliance 
Div.—Gravbar Electric Co., Inc., 
Minne ipoli St. Paul Duluth, 
Minn.; Sioux Falls, S. D 














7’ rotating floor display 
holds full line of Kolor. 
Brite Enamels 


MARTIN-SENOUR 


introduces 
Modern New 


FETTS 
EFFECTS 


Using Regular Kolor-Brite 
Spray Enamel 


© Produce smart, unique spatter " 'Fetti 
Effects" at the press of a button! 

@ 25 shades and accent colors to achieve 
an almost endiess array of decorative 
combinations! 

© Famous Kolor-Brite quality gloss enamel 
in king size (16 oz.) epray cans! 

Get your share of this big new market! 

Wire, write, or phone: 


2500 $. Senewr Ave. * Chicage 6, Hilinois 
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Admiral Corp 104 
American Furniture Mart, The 
American Telephone & 


Telegraph 


Apex Electrical Mig. Co 


Inc., The 7nd ¢ 
Belden Mig Lo 
Bendix Aviation Corp., Friez 
Instrument Div 
Ben-Hur Mtg. Co 78, 


Better Homes & Gardens 


Borg-Erickson Corp., The 


Burgess Battery Co 


Appliance Corp 
pr t 


Caloric 
Chevrolet Div., General Motors 
Chicago Tribune 100, 
Clinton Machine Co 
Cole-Sewell Engineering Co 
Colson Equipment & Supply Co 
Commercial Credit Corp 
Heater 


oroaire Corp 


Dayton Rubber Co., The 
Dexter Div. Philco Corp 
Dormeyer Corp. Power Tool Div 
Driver-Harris Co 
DuPont de Nemours & Co 

line E. |. Finishes Div 


Easy Laundry Appliances Div 

Murray Corp. of America 
Electrical Merchandising .152 
Emerson Electric Mfg. Co., The 


Evreka Div 
Corp 18 


Evreka Williams 


105 


| 65 


overt 


99 
44 
101 


153 


45 


9 


Fasco Industries, Inc 
Fast Chemical Products Co 
Frigidaire Div 


Corp 


Gas Appliance Mfrs. Ass 
Inc 


General Electric Co 
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General Motors 


Applianc e and Television 


Receiver Dept 132, 
Electronic Components 


Div 
Major Appliance 


Dept 40, 


Gibson Refrigerator Co., 
Div. Hupp Corp 


Graybar Electric Co., Inc 


Hamilton Beach Co 
Div. Scovill Mfg. Co 


Hamilton Mfg. Co 
Hobart Mfg. Co., 


Dishwasher Div 159 
Hoover Co., The 7 
Hotpoint Co 17-20 28, 42 43 

112, 113, 123, 142, 143, 150 
lronrite Ine 10 
Kelvinator Div. American 

Motors Corp Ath Cover 
Kitchen Maid Corp., The 15 
Ladies Home Journal 74 
Lamb Electric Co 32 
Lau Blower Co., The 10 


86 
116 
136, 137 
34 35 
133, 157 


124, 125 


68, 69 
138 

117 

30, 3) 
33 


KitchenAid 


INDEX TO ADVERTISERS 


The Year ‘Round Market Piace 





Life 107-110 


Lovell Mfg. Co 3rd Cover 


Magic Chef, Inc 111 
Mallory & Co., Inc., P. R 134 
Martin-Senour Co., The 175 
Maytag Co., The 22, 23 
McGraw-Edison Co., Clark Div. 146 

Toastmaster Products Div 4 
Motorola, Inc 171 
Mustee & Sons, Inc., E. L 83 


National Cash Registrar Co., 


The 87 
Norge Div., Borg-Warner 

Corp 128, 129 
Philco Corp 8, 9 
Pittsburgh Plate Glass Co 155 
Premier Co., The 116 
Radio Corp. of America 

R.C.A. Victor Div 79, 173 
Revco, Inc 145 
Robertson Sales Co 175 
Self-Lifting Piano Truck Co 177 
Skinner Co., M. B 116 
Smith Corp., A. O 169 
Speed Queen Div 

McGraw-Edison Co 131 
Spencer Thermostat Div 

Metals & Controls 114 
Sutton Corp., Inc., The O.A. .25-27 


Sylvania Electric Products, Inc 
Television & Receiver Div 161 


Tide 89 
Trade-Wind Motorfans, Inc 90 
Tung-Sol Electric Inc 167 
Tuttle & Kift, Inc 21 
V-M Corp 91 


Webb Manufacturing Co 140 
Wiegand Co., Edwin L 118 
West Bend Aluminum Co 6 
Westinghouse Electric Corp 
Appliance Div i 3 


Whirlpool Corp .75, 76, 77, 80, 81 


84, 85, 92, 93, 96, 97, 115 
White Products Corp 120, 121 


Womans Friend Washers 95 


Yeats Appliance Dolly Sales Co. 140 
Youngstown Kitchens, Div 
American Standard 127 


This index ts ‘ 
Every care is taken to make it accurate 
but FLECTRICAL MERCHANDISING 


ponsibility for 


published as a service 


assumes on re errors 


amissions 
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LETTERS TO THE EDITOR 





Io the Editor: 


I ha taken the libert ind en 
py of a letter written 
to our President of the U.S. A. and 
part of a tear heet from our local 
newspaper 

1 am fully cognizant of the fact 
that what is important to one ma 
not be te mother Howeve | 


have such a strong feeling that 
legislative steps must be taken to 
curb the ruthan it the head of 
unions that I thought perhaps you 
might t inspiration from my ex 
perien that your magazin 
might find th ht people and 
let “ir Wwe fall on them to in 


fluen iegisiative action 
Herman Light 
Lhe Light ¢ [rv 
South Bend, Ind 


My De Vir. President 

While | am reluctant to add t 
the host of disturbing vet momen 
tous decisions in your daily routing 
I feel that I represent many of the 
owners Of small businesses in thi 
count vho are being harassed by 
conditions which should be brought 
to your attention, conditions for 
which no legal recourse is avail 
ible at the present time and for 
which there is a crying need 

Since December 10, 1956, our 
mall electric apphance store has 
been picketed by the International 
l'eamsters’ Union, Local No. 364, 
for the reason that we had di 
missed one of our employe¢ The 
reason for the dismissal of this em 
ploves was two-fold: 1) because of 
business conditions and a slack sea 


On Wwe vere forced to reduce our 


tatt by one employee becaus« 
th nployee, who was discharged 
vas doing in his daily routine | 
than ic-half of the work beings 
mother employee in 
7 
nization we ha il 
| more than the minimum 
le; not only hav ve never 
in recinent vith the 
ters Union, but also we ha 
' 


1 the 1 ontro] of our em 


if an tin 


| f themselves on a bu 
higl front of o1 to Dut 
| nst I il No t 
t" mn 1) mn inm j 
' \ th BR na " that th 
b ti | i th 
f r q leliver r 
n tr ur hom 
Ihe one organization which ha 
ntinued dail delivers to i 
hy ic and store is the United State 
Postal Service perhap even th 


ld DcCcH ipproa hed ith 


veiled threats of violence and _ re 


prisals 1 am sure that you can 
sympathize with us in a situation 
where fuel oil and staple food sup 
plies are cut off from us and our 
family, a situation which we have 
endured for the past six weeks 

Small busine firms like main 
face a condition today in which 
they cannot support lazy personnel 
the injudicious use of alcohol on 
the job, or an indifferent attitude 
toward the success of the organiza 
tion Small busin operation 
which have been built up ind fo 
tered by the hard work and respon 
ible attitude of the members of a 
family deserve a better break than 
to be dominated by an organization 
whose own internal structure ap 
pears to be in need of an investi 
gation 

Ilave we reached a stage in our 
American heritage where a small 
business must sit by idly and sub 
mit to mad brute force which one 
might expect to find in the coun 
tries behind the Iron Curtain, and 
wainst which we have no _ legal 
recourse today? 

Since there 1 0 little of me” 
and “so much of them” for my 
own sake and for all small busi 
nesses in general, not only am | 
bringing this deplorable state of 
iffairs to your attention, but also 
1 am asking for your help in a 
situation which threatens to under 
mine our democratic way of lif 

Respectfully submitted 
Herman N. Light 


New Books 
Readers of P. 'T. Brockwell, Ji 


popular series on small ippliance 
ervicing, which appeared on the 
pages of LecrrRical VI ERCHANDIS 
ING during 1955 and 1956, will b 
pleased to learn of its publication 
n book form. Brockwell’s book i 
titled—Small Appliance Servicing 
ind is published by the McGraw 
Hill Book Company at $4.50 

I'he book, armed at readers with 


me clectrical knowledg COVC!I 


the mmplete Da kground ot basi 
mall ippliance = prin pl theu 
testing ind necessat ervicing 
technique Covered in the z 

page book are chapter heading 


dealing with irons, toasters, mixer 
oftee makers, grills, and rotisseri 
( hapter n tarting our vii 
ipphance ervicing busin ind 
making it pay are in luded 
lhurther details on Small Appl 
mice Servicing m 
from McGraw-Hill Book Informa 
tion Service, 327 West 41st Street 
New York 36, N. Y 


m™ obtained 
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SEARCHLIGHT SECTION 


EMPLOYMENT 





UNDISPLAYED —~RATES— DISPLAVED — Individual space with 
for prominent display of advert ! 

a line, min im ine To figure advance ertising rate le $14.85 per 
pay it, count avera wis as @ line f Equipment & Busines 
DISCOUNT of Lf if ll pea ent made in ne on other than a contract basis 
wivance for 4 consecutive insertion EMPLOYMENT OPPORTUNITIPS 820 per 
POSITION WANTED wundisaplaved advertising neh subject to ageney commission 
at ne-half of above at payable in advance AN ADVERTISING INCI is measured 
KhOX NUMBERS. Count as l ne tically on & column —4 column 48 inohe 


aor 


il ‘OPPORTUNITIES’ sth 

















a AUCTION « 


$900,000 REFRIGERATOR 
HARDWARE & PARTS INVENTORY 


By order of 





Avco Manufacturing Corporation 


CROSLEY REFRIGERATION PLANT 


Richmond Indiana 
Hardware will be sold May 8, ‘57 


Approximately $900,000 of Crosley refrigerator hardware, consisting of 
many standard hardware items comprising eyelets, lock washers, nuts, 
cap nuts, screws, rivets, banding, silica gel, clamps, shims, speed nuts, 
insulation, tags, clip. grommets, hinges, plugs, brackets, bolts, studs, 
tape, rollers, retainers, door padding, liners, conductors, controls, trim, 
panels, baffles, gussets, name plates, shelves, baskets, meat pans, eqq 
shelves, drain cups, cold controls, timers, latch mechanisms, crisper pans, 
etc., etc, 
plus 

Heavy Stamping & Sheet Metal, Welding. Tool Room and Production, 
Painting and Conveying Machinery and Equipment. 






y For Top Dollar Realization . 
: 
CHICAGO + TOLEDO + DETROIT 


INDUSTRIAL PLANTS (iain , 
$ 
e 
; 
ee. 2X1... a 





SERVICE STATION 
FOR NEW YORK AREA 


Centrally located with ample space 


sonnel available for distributing of parts RATES: 
and service. $23.10 





REPLIES (foe N Address to omice n “ 


] 
VEW YORK P.O. ow 18 
CHICAGO oN Michigan Ave i] 


resent America’s leading manutacturer Pianos 
. 


huilt-in eleetric wall cloek « 





CORPORATION FROZEN 
America's Foremost ASSETS 
AUCTIONEERS 
| 
SUPPLEMENT 
PRODUCTS - SERVICES 


ene yo =~ ee 
90 West Broadway, New York 7, N.Y. + BArclay 7-4185 
FOR MORE SALES — MORE PROFITS 


competent trained Service per- 





per inch. Contract rates on re. 
quest. An advertising inch is measured 


HO-4645, Elects il Merchandiaing, 
umm. Adv. Div +O. Box 12, N.Y. 36, N.Y 


Ya" vertically on one column, There are 
4 columns 48 inches to a page 


HAND 
TRUCKS 


For safe and easy han 











Ti ublitcation lan raAd i 


iN VWRANCIBCO 
dling of Ranges, Refrig 
erators, Freezers, Wash 
ers, Air Conditioners, 


SELLING OPPORTUNITY OFFERED 


Television sets, 
Venders, etc. Experience 


ariety at the heat profits in the fie 
Electrical Merchandising in manufacturing equip NO. 102 
ment for heavy case BALANCE TRUCK 
SELLING OPPORTUNITY WANTED moving since 1901, ; NO 
Foreign Sales Representatives for Migrs SELF-LIFTING —— 7-300 
cal Product we will consider add ONE MAN 


I 
at enstasive Nase, oat ave suvenare Ue PIANO TRUCK CO. + TRUCK 





ni“ 475 Main St Findley, Ohie 
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EDITORIAL 








LAURENCE 


WRAY 


Editor 


Not Price Alone 


PPA ERE is mounting evidence that price alon 
| is not selling goods today More and more, 
our customers are feeling that they are not 
retting their money's worth from discounters. ‘They 
ire deciding that the business of buying by pric 
ilone is not giving them the satisfaction they need 
ther in product information Or On service It j 
ibout time we began to return to those eternal 
rite of selling the > ial, the unusual, the 
features, the really worthwhile value of our product 
Price alone in the customer's mind is not the sol 
iterion of value In major metropolitan market 
many customers have been persuaded that discount 


HOUSE erve their interests best It is about time 


however, that we realize that our business cannot 
ly iled entirely to the major metropolitan market 
Ihe things that happe n in New York, Chicago, Lo 
Ang Washington, Baltimore, and Philadelphia 


oO name but a few of such centers—do not give a 
vholly true indication of conditions in market 
ireas throughout the country 

This busine was originally based on skilled sp 

ilty sellin hat meant that a dealer or salesman 
had to personally contact a customer and persuade 
him on the ilue of the product he was selling and 
Somehow this tech 
nique has been lost. It was a good technique Wi 


built a great busine on it We sold millions of 


the service he would receive 


people yu produ t or our services over thi past htt 
veal We persuaded them to buy washers, radio 
leaners, refrigerators, and later, air conditione: 
freezers, dishwashers, television sets, and small appli 


these appliances? Be 
Because 


the appliance provided a service they could not 


Wily did they buy all 


iuse they needed and wanted them 


obtain through any other medium rhe point to 
remember, however, is that most of our customer: 
did not buy appliances on price alone. It is dubious 
vhether they even knew the “list price” or the 
recommended retail price [hey wanted the serv 
ce the device would provide \s an example, when 


television first came on the market after the last 














. 
a 
> 
iT 
b 
S| 
WwW 
var, our customers did not que stion the price hie 
knew that television was an extension of the 1c 


that radio had provided. Even in the early days of 
idio they paid fancy prices for battery radios, the 
aid fancy prices for phonographs; and they paid 
fancy prices for their first television sets. ‘The nt 
e are trying to make is that price alone has 
been a primary motivating factor in the mind of thi 
public when it came to a purchase of a service the 
vanted hey have liked these services we ha 
provided them. ‘They have liked our product, an 
renerally they have liked, with some minot 


tions, the service we have provided on those prod 


Now it seems about time that we stopped 





price alone as a method of moving our goods. Pr 
idvertising has lost a lot of its magi It is tr 
that in major metropolitan markets large sca 
tailers, or discounters, have virtually taken ove 


handising at a price. But this does not mean that 
ritimate dealers in those areas or in other area 

of the country have given up the ghost lar 

{ Lhe 


they have cut their operating costs; they have lea 


have sharpened their selling techn 


to vith this new and bitter competition 


\ | liek World War Il the customers wer Wn 
: nering at our doors to take away our good u 
vh they got all they needed temporarily, \ 

it our basic specialty selling skills and used price 
ilone as an inducement to lure them into our stor 
Ilowever, there is heartening evidence that int 


rent dealers have begun to sell again on the ba 





of product rather than price. They are not selling 
Model X” Washer—they are selling a laundry 

ice; they are not selling a “Model X” Drvyer—the 
ire selling a clothes dryer service. They know the = 
innot get completely away from price, but they also ©: 
know that they can get a little more for their m 

handise by selling it on the old tried and true bas: 

by selling its features, its benefits, and its ser 
Price alone, they have learned, does not do a com 
plete selling job to customers who are all too familiar 
with the price situation, and who think it is about 


time they found out more about the product 
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WRINGER WA 








SELL SAVINGS. Wringer washers cost less to begin with. And they cost “SELL SAFETY. Rollers release as easily as this. Just 


less to run—less soap, less water, less time, less to maintain. We always have a takes a light push on the release bar on standard models. 
big display of wringer washers on the floor. It lets women pick the machine that And with Lovell Instinctives, it takes just a tug on the 
suits them best—shows them that wringer washers are an up-to-date appliance clothes to release pressure on Instinctive model 62, stop rolls 


” 


with a big following among economy-minded housewives. on the Lovell Instinctive 77.” 


‘How we sold 5 wringer washers 


a day--1569 in 1956” 


Reports Lawrence Cooper,OQwner,Cooper Washer Parts and Appliances; Sioux City, Iowa 


“We've found that wringer washers really sell unlimited water. With a wringer washer, you 
themselves. It just takes the right demonstra- can wash clothes with a lot less water, 


tion. We wash a load of clothes for a prospect. —« es 
yu , ; Advertising plays a big part in our sales, too. 
Takes about four minutes. It’s quick and it’s , 
ai We use roadside billboards, newspaper space, 

the most convincing demonstration. , is . 
radio and theater films. This brings customers 





“We sell wringer washers to many kinds of people. in and once they’re in, our demonstrations 
Four times as many as automatics. Busy people sell ’em. In fact, many people who come for 
appreciate the time saving. And out here, water an automatic, walk out with a Lovell-equipped 
savings are important. People just don’t have wringer washer.” 





*Lovell Wringer Roll Distributor 
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“FOLLOW UP, When you've sold a Lovell-equipped 
wringer washer, you're set up to start working on a sale of 





a Lovell-equipped dryer. With a dryer, women aren't depen- 
dent on the weather to get the wash done.” 





SELL CLEANING. You can demonstrate quickly and 
easily why a wringer washer gets clothes cleaner. Even when 


pl! pressuRe CLEANSING SYSTEM 


Also makers of gas and electric dryer systems 


two different-sized objects go through, balanced pressure of 
Lovell wringers holds them both tight. That means that dirty 0 


3 water is positively squeezed out.” 


——_ — by 


Lovell Manufacturing Company, Erie, Pennsylvania 
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KELVINATOR 


‘TRADE WINDS?” 


Luph 


A WHALE 4 oF A PROMOTION 


New Models—Special Prices—Proven Traffic Builders—Powerful Closers! 


“set SPECTACULAR PRODUCT VALU 


conf AJULT ON 





The Most Outstanding 
Replacement Value in a 


Single Door Refrigerator 
For 1957 


The 


| BIG 14 


AUTOMATIC DEFROSTING 
and every 
DELUXE FEATURE 
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SESSSS E2525 R 255 . , : i 
wie Trade Winds is a powerful retail-minded 


promotion soundly built on dramatic prod 











uct values at advantageous prices. Trade 
Winds brings you excitement. It’s new, 
different, complete. Everything you need 
to keep your selling activity in high gear 
over an extended promotional period has 
been provided. Store trim, proven traffic 
builders, scores of pre-tested premiums 
and closers— yes, everything is ready. 



































And Kelvinator backs this promotion with 
strong national magazine and T'V adver- 
tising. Now is the time to get the Trade 
Medel 680-14 Winds going—that will blow good busi- 
ness your way. 























Just one of the many new Trade Winds models merican Motors Means Cy hive Bese 
ve + Americans 7 lectrically 
j / [Uf ld 


MetwireaitOr MEANS BUSINESS. §—S— GOOD BUSINESS FOR YOU! 


Division of American Meters Corp., Detroit 32, Mich. Z, — 
US 





